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Five Cents a Copy, $1 a Year 


Rough Proofs 


The high-hat school of copy-writ- 
ing is extending its zone of influence. 
In New York, according to one of 
my most trustworthy scouts, the sign 
used by a building wrecking company 
is “Jacob Velk Company, Demo- 
lition.” 

” ~ x 

A lot of people think that the new 
Adam’s apple copy series for Lucky 
Strikes is just a lot of apple-sauce; 
but they’ve got to admit that for 
the first time on record a group of 
beautiful girls have admitted that 
they even possess an Adam’s apple. 

* * + 


After noting that many of the re- 
turn envelopes which advertisers 
employ are smaller than the mate- 
rial they are supposed to enclose, 
J. H. K. comes to bat with the sug- 
gestion that the Bureau of Envelope 
Manufacturers promote bigger as 
well as better envelopes. 

” * * 

Arthur H. Kudner, president of 
Erwin, Wasey & Co., has returned 
from a trip to Europe, but in his 
statement regarding conditions over- 
seas I fail to note any reference to 
the humidor pack. Does the London 
fog make the cellophane wrap un- 
necessary ? 

* * * 

The impending convention in New 
York reminds one that it used to be 
the Associated Advertising Clubs of 
America; then the Associated Ad- 
vertising Clubs of the World; after 
that the International Advertising 
Association and now the Advertising 
Federation of America. Did the A. 
F. A. find that it was taking in too 
much territory? 

ad 


It’s pretty hard nowadays to pick 
up a magazine which doesn’t quote 
some Viennese doctor on an impor- 
tant phase of health contributed to 
by products advertised in America. 
This is an evidence of international 
good-will that we ought to appre- 
ciate. 

* * * 

By the way, though; just when do 
you suppose these Vienna doctors 
get a chance to see their patients, 
if any? Writing copy for magazine 
advertisements certainly doesn’t 
leave much time for anything else. 

* * * 

The Harvard Advertising Awards 
are to be discontinued because of 
lack of funds, which is entirely in 
harmony with the story advertising 
men are accustomed to hear, “The 
appropriation is exhausted.” 

* * * 

Everybody says that the competi- 
tors who strove for the honors pro- 
vided in the Harvard Awards were 
interested only in the glory and not 
in the cash. Why not give them an 
opportunity to compete hereafter for 
the glory? 

* * 

A prize-winning advertisement of 
the Household Finance Corporation 
was headlined, “Two husbands owed 
bills—past due.” But what I can’t 
understand is how the Household 
Finance Corporation got the idea 
that there were only two husbands 
in that classification. 

* * * 

The Gillette Safety Razor Com- 
pany recently filed suit against the 
United Cigar Stores for $10,000,000. 
Regardless of the merits of the case, 
I'd call that a rather flattering finan- 
cial tribute. 

* * 

United ought to send certified 
copies of the suit to its bankers and 
stockholders. 

Copy Cus. 


KUDNER TELLS 
HOW U.S. GAN 
SELL EUROPE 


Finds Universal Demand for 
Improved Products 


New York, June 4—Arthur H. 
Kudner, president of Erwin, Wasey 
& Co., returning to New York 
June 1 after six weeks in eleven 


Arthur H. Kudner 


European countries, told ADVERTIS- 
ING AGE American business will find 
in present conditions opportunity for 
renewed progress, based on the 
necessity for meeting a demand for 
basic improvements in its products. 

Europe as well as this country 
will continue to furnish a profitable 
market for goods properly styled 
and presented, and sold to meet the 
universal need for better things 
rather than, as in the boom period, 
to satisfy a purely prestige demand. 

“European business conditions, 
except in France, are much the same 
as in this country,” said Mr. Kud- 
ner. “France, always practical and 
realistic, is moving along practically 
on an even keel, never having gone 
into a boom period through an exag- 
gerated prosperity. England is feel- 
ing rather more cheerful than at 
any time since the post-war slump 
there, largely because the rest of the 
world has in a sense come back to 
her level. 

“In Germany heavy taxation has 
played a part in large expenditures 
in the cities, based on the feeling 
that this is better than leaving 
things to be consumed by taxation. 
Italy is better off than she for- 
merly was, although somewhat rest- 
less politically. 


Adopt Yankee Methods 


“The possible menace of Russia 
is not to be underestimated. It is 
interesting to note, however, that 
Russia is meeting with actual suc- 
cess in her experiment of placing a 
whole nation on a factory basis only 
insofar as she adopts American in- 
dustrial technique, under American 
direction. A significant commentary 
on this, also, is the fact that it is 
only Americans who have been will- 
ing to lay all of their cards on the 
table for the benefit of Russia. 

“Technical men of other countries 
typically withhold basic and neces- 


(Continued on Page 6) 


New York, June 4—A bombshell 
was dropped into the ranks of maga- 
zine publishers when Premier Ben- 
nett, of Canada, announced a new 
duty of 15 cents a pound on “foreign 
magazines and periodicals,” effective 
July 1. 

This is equivalent to barring 
American magazines from Canada, 
in the opinion of many publishers, 
who believe it will be impossible 
either to pass the duty along to 
Canadian readers or absorb it them- 
selves. 

The National Publishers Associa- 
tion regarded the situation as so 
serious that Executive Secretary 
George C. Lucas left at once for 
Ottawa to be on hand June 5, when 
the commission of customs will pro- 
test the bill at a formal hearing. 

An effort will be made to have 
the duty lifted on the ground that 
it will aggravate, instead of reliev- 
ing the Canadian postal deficit by 
cutting off revenue of $400,000 a 
year paid by American magazines. 

The new schedule leaves news- 
papers on the free list, according to 
advices received by the National 
Publishers Association, which under- 
stands, however, that weekly maga- 
zines will not be inched in the free 
items named in the ®udget as “news- 
papers and weekly papers.” In gen- 
eral, according to the association, 
business and trade papers will be 
on the free list, but it is problemat- 
ical as to where the dividing line 
will be drawn. 


Council Has Discretion 


The new Canadian tariff provides 
a duty of 15 cents per pound on 
“periodical publications, in the Eng- 
lish or French language, consisting 
of magazines or fiction, unbound or 
paper bound. 

“Provided, that the Governor-in- 
Council may from time to time by 
order-in-council exempt from the 
duties specified in this item such of 
the periodical publications herein 
referred to as are deemed by the 
Governor-in-Council to be of a re- 


Canada Announces 
Prohibitive Duty on 
American Magazines 


ligious, educational or scientific char- 
acter.” 

The National Publishers Associa- 
tion explained that “this will have 
the effect of placing a duty of 15 
cents per pound on all general maga- 
zines until such time as the Gover- 
nor-in-Council is convinced and 
issues an order placing individual 
publications on the free list because 
of their ‘religious, educational or 
scientific character.’ ” 

The association has not yet re- 
ceived information as to the require- 
ments necessary to convince the Gov- 
ernor-in-Council that any individual 
publication belongs on the free list. 

The new Canadian tariff affects 
174 items in a total of about 800 in 
the Canadian schedule. The changes 
are predominantly upward, although 
lower duties are provided on some 
items, notably producers’ materials. 
Washington has issued a reassuring 
statement, saying “cursory examina- 
tion of the new schedule gives no 
cause for belief that American ex- 
ports to Canada will be appreciably 
affected, although only experience 
with the new rates will provide evi- 
dence of its effect.” 


Increase Sales Tax 


An important general provision 
increases the sales tax on domestic 
as well as foreign transactions from 
1 to 4 per cent, and levies an addi- 
tional excise tax of 1 per cent of 
the duty-paid value on all imports 
valued over $25. The present list 


-|of exemptions from the sales tax is 


radically reduced. 


Canadian publishers are reported 
jubilant over the new magazine tax, 
believing it gives them a golden op- 
portunity. The only way American 
advertisers can reach Canadian con- 
sumers and maintain their 1930 pur- 
chases of $659,000,000 of American 
goods will be through Canadian 
magazines. 

It has been suggested that Amer- 
ican magazines might beat the duty 

(Continued on Page 11) 


Last Minute 


the Advertising Club of Boston. 


Washington, D. C., June 5.—The 


within 60 days. 


News Flashes 


No Jurisdiction in Trade-Marks, Supreme Court Holds 


Washington, D. C., June 5—The Supreme Court of the United States 
has no jurisdiction to review decisions of the Court of Customs and Patent 
Appeals, the former decided in the case of the Pacific Northwestern Can- 
ning Company versus the Skookum Packers’ Association. 


Charles W. Corbett Dies in Brookline 


Brookline, Mass., June 5—Charles W. Corbett, 58, advertising direc- 
tor of Needlecraft Magazine, New York, and member of Dorr, Corbett & 
Dutch, publishers’ representatives of Boston, is dead. He was active in 


P. & G. Provide Chain Stores with Clocks 


Cincinnati, O., June 5—The Procter & Gamble Company is providing 
electric clocks, bearing the company’s name across their face, as a pre- 
mium to be installed in a prominent place in chain stores. 


Revise Trade Practice Rules in 80 Industries 


Federal Trade Commission has sub- 


mitted changes in trade practice rules to 80 industries for acceptance 


CITY ORDERED 
TOBEAR COST 
OF ADVERTISING 


Court Sanctions This Use of 
Public Funds 


Sacramento, Calif., June 4—The 
Supreme Court of California does 
not agree with its august brethren 
of the Florida Supreme Court, which 
recently held the City of Jackson- 
ville may not impose a tax to adver- 
tise the city. 

The California body has just up- 
held the right of California cities, 
under their charters, to appropriate 
tax money to civic organizations to 
defray the expenses of community 
exploitation. 

The court ruled that the method 
employed by the principal Califor- 
nia cities and counties in community 
advertising is legal and directed the 
City Treasurer of Sacramento to 
pay a claim filed by the Sacramento 
Chamber of Commerce for the pub- 
lication of a booklet, “A Key to 
Sacramento.” 

“We are of the view that, by com- 
mon consent, it is now generally 
held to be well within a public pur- 
pose for any given locality to ex- 
pend public funds, within due limi- 
tations, for advertising and other- 
wise calling attention to its natural 
advantages, its resources, its enter- 
prises and its adaptability for indus- 
trial sites, with the object of in- 
creasing its trade and commerce and 
of encouraging people to settle in 
that particular community,” Chief 
Justice William H. Waste said. 


A Legal Method 


A contract executed between the 
City Council of Sacramento and the 
Chamber of Commerce for com- 
munity advertising was character- 
ized as “a convenient and legal 
method of carrying out a section of 
the city charter.” The use of col- 
lected taxes by the city in perform- 
ing its part of the contract was said 
to be lawful. 

Because the practice of a city 
council or board of supervisors en- 
tering into contracts with civic 
bodies for community advertising is 
general throughout California, many 
cities, including Los Angeles and 
San Francisco, filed briefs in the 
case in support of the legality of 
the method. 

The court held, however, that ap- 
propriations for such community ex- 
ploitation must be “within reason- 
able limits.” 

“The city charter,” it was ex- 
plained, “confers upon the City 
Council authority to appropriate and 
spend public funds, within pre- 
scribed limits, for the purposes des- 
ignated. It is for the governing 
body of the city, in the exercise of 
its discretion, to determine, in the 
first place, whether or not public 
funds shall be appropriated and so 
expended, and by what means. 

“The City Council, having duly 
exercised its legislative discretion, 
and determined that the things per- 
mitted by the charter can be done 
and should be done, has merely con- 
tracted with the Chamber of Com- 
merce, as an administrative agent, 
to perform the mechanical and min- 
isterial function of applying the 
funds to the furtherance of the 
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object for which they were appro- 
priated. 

“The charter does not assume to 
prescribe any method or procedure 
for the disbursement of the funds, 
and the City Council is free to adopt 
any usual, reasonable and adaptable 
means for this purpose. That the 
Chamber of Commerce is a suitable | 
and experienced agency for this pur- | 
pose can hardly be doubted.” 


NEW TECHNIQUE 
HALTS ERRANT 
EYE OF READER 


Photograph of Incongruous 


Give Car Daily Scene Does Trick 


in New Cremo 
Radio Contest 


New York, June 4.— The very 
fidelity with which the camera por- 
trays the scenes which come before 


Man 


eet 
“ 


New York, June 4.—The irrepres- 
sible advertising genius directing 
the destiny of the American Cigar 
Company has now got the public to} 
writing advertisements for it as the | 
result of an offer of a Ford or) 
Chevrolet car every day for the best | 
copy offered. 

Each word must be written on the 
back of a band from a Cremo cigar. 3 5 

The Cremo radio program went : 
on the air 15 minutes daily last 
March and has been at it ever since, 
featuring the limitation of advertis- | 
ing to 20 words. | 

Every night the announcer has | 
spent several hundred words in 
eulogizing the company’s policy not 
to devote more than 20 words to 
extolling the Cremo smoke, and this | 
apparent evasion of the stated policy 
caused the wags to have a lot of, 
fun. The policy was changed when | 
comment ceased. 

The latest offering began May 30 
and continues until further notice. 
The copy submitted in the contest 
must be confined to 20 words. 

Though the United Cigar Stores | 
Company has resumed display of. 
Lucky Strike cigarettes in its win-| 
dows, the American Tobacco Com- | 


No woman would 


WRESTLERS CAN’T TRAIN WITH DANCING 
TEACHERS 


That is the warning of Grape-Nuts in a new farm paper 
campaign. 


the Frostilla Company, Elmira,, Ranch, Michigan Farmer, Missouri 
N. Y., is using this method in win-| Ruralist, Ohio Farmer, Oklahoma 
ning attention for its product which, Farmer-Stockman, and the eight 
it claims, eliminates the need of a publications of the Standard Farm 


pany denied it has restored the chain | 
to its direct buying list. 


Buy Dental Paper | 


Oral Hygiene Publications, Pitts- 
burgh, have purchased Dental Di- 
gest, New York, effective with the 
January, 1932, issue. 


stand for it! 


How Frostilla stops the eye. 
its eye is being utilized to good 
advantage by some advertisers to 
shock the reader into attention. 


{ The Brushless Shave Division of 


directed at these men. 


Each month, it offers a 


man. 


you sell. 


Opinion and Interpr 


HOW ABOUT 
“THE MAN AT 
THE TOP”? 


Today, more than ever, heads of business organ- 
izations closely watch and check expenditures. 


Their goodwill will help, their resistance nullify 
your selling efforts. Your advertising must be 


Review of Reviews will help you reach them. 
It is edited from the business man’s viewpoint. 


tation of the broader issues which underlie the 
economic, political, social and foreign happen- 
ings bearing upon American business—matters 
of consequence and interest to every business 
Three out of every five Review of 
Reviews readers are business executives. 


Review of Reviews is the logical 
medium for reaching the real men 
who approve or reject the commodity 


REVIEW OF REVIEWS 


For forty years — Pre-eminent in moulding Public 


55 FIFTH AVENUE, 
- ° 


concentrated interpre- 


eting Public Affairs 


NEW YORK CITY 


brush. 


stant attention by picturing a 
woman working up a lather on her 
face. 

“No woman would stand for it,” 
asserts the caption. And the tend- 
ency is for the reader to scan the 
copy closely for further justifica- 
tion of the art theme. The Frostilla 
campaign is handled by the Law- 
rence C. Gumbinner Advertising 
Agency, Guy S. Shoemaker being 
advertising manager. 


This type of illustration is being 
adapted to the farm field by General 
Foods Corporation in a campaign 
for Grape-Nuts. The advertising is 
designed to awaken the farm reader 
to the importance of providing exer- 
cise for the teeth and gums, so that | 
the photographs are logical as well | 
as arresting. | 

In one advertisement a group of | 
four husky football players is pic- 
tured in various attitudes of com- 
fort tossing around a couple of bean 
bags. 

“Football players can’t train with 
bean bags,” reads the caption. “To 
build up his strength and endurance 
—a football player must have vig- 
orous, body-building exercise. 
Imagine how poorly conditioned he’d 
be!” Then follows the tie-up: “Teeth 
can’t train on mush.” 


The Genteel Sprinter 


In another advertisement an ath- 
lete is pictured in a track suit, but 
sporting a derby hat, gloves and a 
cane and riding in a wheel chair. 
“A track man can’t train in a rolling 
chair,” states the caption, and then 
comes a repetition of the grim warn- 
ing: “Teeth can’t train on mush.” 

In another instance the copy pic- 
tures a couple of prize fighters bat- 
tling each other with pillows. Again, 
a hairy-chested wrestler is shown 
doing ballroom steps with a danc- 
ing teacher. 

Seventeen farm papers with a 
combined circulation of nearly 6,- 
000,000 are being used in this cam- 
paign, which started with the May 
issues. 

The list includes Holland’s Maga- 
zine, Household Magazine, Capper’s 


Farmer, Farmer’s Wife, Farm and 


Paper Unit: American Agriculturist, 


This advantage of the new cream) Breeder’s Gazette, Farmer and 
has been visualized in startling fash- | 
ion by Frostilla, which galvanized | 
the wandering eyes of men into in- | 


Farm, Stock and Home, Hoard’s 
Dairyman, Nebraska Farmer, Pro- 
gressive Farmer and Southern 
Ruralist, Prairie Farmer, and Wal- 
lace’s Farmer and Iowa Homestead. 

The copy includes a coupon offer- 
ing a free trial package of Grape 
Nuts and two booklets: “Civilized 
Teeth and How to Prevent Them;” 
and “Happier Days from Better 
Breakfasts.” 

Young & Rubicam are in charge 
of the farm paper campaign. 


Ill Health Causes 
Richards to Resign 


Ill health has caused the resigna- 
tion of Guy Richards, vice-president 
and media manager of McCann- 
Erickson, Inc., New York. 

The media department will be 
under the supervision of L. D. H. 
Weld, director of research, its active 
conduct being shared by L. S. Kely, 
newspapers; E. F. Wilson, maga- 
zines, farm and business papers; and 
William Bolton, outdoor. 


Form New Group 
of Radio Producers 


Radio Program Builders has been 
formed in New York “to fill a need 
resulting from the rapidly increas- 
ing competition for the attention of 
listeners.” 

In the new organization are Sedley 
Brown, James Whipple, Harry C. 
Brown, Don Carney, John Tucker 
Bottle, J. F. Glemenger, Mrs. A. L. 
Miles and Miss Janice O’Connell. 


Printers Elect Lee 


Montague Lee, of Lee & Phillips, 
Inc., was elected president of the 
New York Employing Printers Asso- 
ciation at the annual meeting. E. J. 
Aberle, of the Brooklyn Daily Eagle, 
was made first vice-president; E. D. 
Conklin, McGraw-Hill Pub. Co., sec- 
ond vice-president; A. Stanley Graff, 
Lent & Graff Co., treasurer, and D. 
Joseph Guiney, Federal Printing Co., 
secretary. 


Bowman with Agency 


After 20 years as advertising 
manager of the Toronto Evening 
Telegram, N. T. Bowman has become 
an active partner in the Gurofsky 
Agency, Toronto, special representa- 
tives of Canadian and non-English 
papers. 


MORE INQUIRIES 
ARE PULLED BY 
SAN ANTONIO 


San Antonio, Texas, June 4—Ip- 
complete returns indicate 18,500 in. 
quiries for the 1930-31 advertising, 
against 17,680 a year ago, according 
to a report received by the San 
Antonio Municipal Advertising Com- 
mission from Coulter & Payne, the 
agency in charge. 

The commission pointed out that 
$117,000 was spent for the campaign 
recently concluded, of which about 
$105,000 was for space and the re- 
mainder for mechanical work, book- 
lets, and other follow-ups. Last 
year’s investment was $142,000. 

Coulter & Payne’s report said: 

“The second year of San Antonio’s 
advertising campaign in the national 
field was launched in publications 
the latter part of September, 1930, 
and continued into March of this 
year. 

“The same general plan of opera- 
tion which brought such fruitful re- 
sults to San Antonio and its terri- 
tory during the first year of the 
campaign was continued. Leading 
newspapers of the country, maga- 
zines with national circulation, out- 
standing farm journals and business 
and financial papers and magazines 
were used in presenting the varied 
opportunities of this city and sec- 
tion—opportunities for winter vaca- 
tionists, for investors, capitalists 
and developers and for farmers. 


Many Mediums Used 


“Newspapers having the greatest 
prestige in the East and Middle 
West were employed, as were two 
important Canadian papers. On the 
Pacific Coast short schedules, start- 
ing late in January, were success- 
fully used in three papers to attract 
winter visitors via San Antonio, on 
their way home from California. 

“In the magazine field such publi- 
cations as Literary Digest, Time, 
National Geographic, World’s Work 
and Review of Reviews were profit- 
ably employed. Advertisements hav- 
ing a separate appeal also appeared 
in six class magazines and two im- 
portant women’s magazines, Good 
Housekeeping and Delineator. 

“Schedules in Wall Street Journal, 
Sales Management and the United 
States Daily reached executives of 
business and _ industry. Country 
Gentleman, Successful Farming and 
Capper’s Farmer brought the agri- 
cultural opportunities of South and 
West Texas to the attention of mil- 
lions of farmers. To supplement 
space in publications, the ‘Ask Mr. 
Foster’ service was again used to 
direct travel to San Antonio.” 

The campaign was conducted 
without expense for administration. 
The entire cost of operating a 
Municipal Information Bureau was 
defrayed by the San Antonio Cham- 
ber of Commerce. 


William H. Porter, 
Veteran, Is Dead 


Following an operation in Walter 
Reed Hospital, Washington, D. C., 
Major William Harley Porter, of 
Toledo, died May 31. 

Major Porter, who was a veteran 
of the Spanish-American war and a 
former newspaper man, for many 
years managed the Toledo office of 
MacManus, Inc., Detroit agency. 


Mrs. Sloane’s New Work 
Mrs. Louise V. Sloane has joined 
the Merchandise Manager, New 
York, as home furnishings director, 
after service with the interior deco- 
rating studio of Good Housekeeping. 


Fleming with Agency 
William E. Fleming, formerly city 
sales manager for R. L. Polk & Co., 
Detroit, has been placed in charge 
of the new business department of 

C. C. Winningham, Inc., Detroit. 


Use Same Plants 
After June 7, the Terre Haute 
(Ind.) Tribune and Star will be pub- 
lished from the same plant. The 
Star was taken over by the Tribune 
several months ago. 


r 
1 
: 
1 
; 
1 
( 


aN tn i ee Be ah Ae eee a ee ne Oe ene ee _ : . OS Oe ie eae Capel Wet ER i ca ok Filta Se — 7 o% eee ee eye se ge se Soe i ae , e Ba SR De Se ipcers ckS Ree ee 
oe 4 ae Sad * . : - ot oe ieee eet 2 , eer ee pie ety Bran j ey Sea Tae Cee <— vie Soe wie ea +? ae 2 aR i mr a Poe no s Saget ‘an c ef 
: ‘ *. 
Bey: ’ —— ju 
2 ee a —_ 
i \ 
te. f : f 
0 = ag} we ‘ e 
as A ag . - 
eS -. t- ? 
as ; oaks * Bike f . vit 
eas é % : a“ 
ek a , : 
a ie : : > ley 
4 
AL \/ ’ pais 
, deci 
: t m & ty ploi 
; " “3 {sworn 
e oor a | low 
= es . 0 in aie Bea 
ge om ee, dre 
ne ha : fi 7 ~, Pir if nar ; full 
: Eee to 
: ; tee, Not 
3 * sup 
he Ma a t T 
ai os 3 Fe 55 eno 
a ) * te par 
ra . - . bee 
* a x 3 be : " eed hay 
— 3 Bh ‘wil 
— oe tim 
gil “ae sali 
” ‘% ma 
q a 
& ¥ spo 
a Yy Z loo 
: . tio! 
| , i : " 
Pp a ‘ 
oa : : itie 
eee oi a ¥ ser 
es ry 
os clic 
— | | ’ 
i a — a po 
anes ceili col 
col 
| Pp ze 
: Ni 
lea 
ee W 
‘ wi 
th 
; th 
ee aay = m 
Bio ass an 
pre re 
Fe é a . } 
oul ca 
aaa th 
4 co 
| be 
ee de 
te 
cc 
as 
di 
| eS —___—— | 
: y 
Ci 
) 
6 “ 
ts eee le . 
aor { a 
., | is 
; 
q 
n 
| ' 
Po 1 
—_ f 
| po } 
* t 
| r 
| os 
F 
pt as ee | 
le | 
| { 
ee | ) 
: ’ 
| 
ade cr 2 a Ses Tee gen! — ee ya eS oS See ke “ bes 
a is i Shae ; ame set 5 Tai: | aaa Yop. eee bili Dia: Sie aie 


31 


June 6, 1931 


ADVERTISING AGE 


BEAUTY SHOPS 
TO DISTRIBUTE 
WRIGLEY'S GUM 


Newest Link in “Chew for 
Beauty” Campaign 


As a logical tie-up with the Wrig- 
ley “chew gum for beauty” cam- 
paign, the Chicago company has 
decided to add beauty shops and 
cosmetic departments as outlets. Ex- 
ploitation of the beauty theme in 
women’s magazines has been fol- 
lowed with schedules in Modern 
Beauty Shop and American Hair- 
dresser. 

The trade advertising will run a 
full year before any attempt is made 
to solicit business from the field. 
Nothing is said about the source of 
supply. 

The few shops _ enterprising 
enough to get in touch with the com- 
pany on their own initiative have 
been rewarded with a free box, and 
have been told their requirements 
will be handled mail order for the 
time being. As time goes on and no 
salesmen appear, it is believed that 
many more beauty operators, re- 
sponding to the unusual appeal, will 
look for a supply. 

In addition to opening up distribu- 
tion, the advertising has the follow- 
ing objectives: 

To present facts to beauty author- 
ities which will lead them to sub- 
scribe to the claims made in the 
consumer copy when questioned by 
clients. 

To overcome antagonism due to 
possible misinterpretation of the 
consumer copy. For example, some 
consumer advertisements have fea- 
tured the slogan, “A Facial for a 
Nickel.” A hasty reading might 
lead a beauty operator to think the 
Wrigley company was trespassing, 
whereas, as the trade copy explains, 
the intention is simply to supplement 
the work of the beautician. 

To suggest to beauty establish- 
ments that Double Mint be kept on 
all dressing tables as a convenience 
and courtesy to patrons, as are ciga- 
rettes and candy in many shops. 


Getting Trade Reaction 


Miss Frances Hooper, the Chi- 
cago agency head in charge, tested 
the trade appeals in talks to beauty 
conventions, parts of the addresses 
being verbatim advertisements orally 
delivered. In print they are gossipy 
and newsy, and the selling and profit 
talk is extraordinarily brief, often 
consisting of a single sentence, such 
as, “By the way, there’s a good 
profit in selling Double Mint; why 
don’t you take it up as a novelty?” 

A happy thought put to work this 
year in both the consumer and trade 
campaigns was to make Double 
Mint and “cosmetic”? synonymous. 
“Tell them to keep a package of 
Double Mint on their dressing table 
as they would any other ‘cosmetic,’ ”’ 
is a favorite statement in the trade 
copy. The same advice appears fre- 
quently in the consumer advertise- 
ments. The quotes will be dropped 
later. 

When the sales drive on outlets 
for beauty goods begins, Double 
Mint will be suitably costumed for 
the “cosmetic” role in a typical cos- 
metic package holding a month’s 
supply and beautiful’ enough to 
glorify any dressing table. 


Increase Appropriation 


The beauty appeal in consumer 
Magazines has done well enough 
to earn a 10 per cent increase in 
appropriation, bringing it above the 
$1,000,000 mark. The appeal was 
tested by the demand for Double 
Mint, the only flavor mentioned in 
the beauty copy and the only one 
omitted in other advertising. 

Miss Hooper, who originated the 
campaign, chose the peppermint 
fiavor to feature to women, as the 
most aristocratic in the Wrigley 


BLAZES TRAIL 


Frances Hooper 


family. She agreed to allow the 
value of the advertising to be meas- 
ured by sales on this flavor, though 
warned that many ask for “Wrig- 
ley’s,” without specifying a flavor. 
She had the foresight, however, to 
see that “Double Mint” occurs fre- 
quently in the text and that it is 
always set b. f. caps. Double Mint 
sales have increased every month 
since the advertising began in Feb- 
ruary, 1930—the perfect answer to 
the blighting comment, “Well, it’s a 
clever idea.” 
The ignorance of advertising 
salesmen as to the campaign’s meas- 
uring stick has caused smiles in the 
Hooper agency. Hardly a_ week 
passes but some inspired represen- 
tative writes, “See how your adver- 
tising sells me,” enclosing a Spear- 
mint or Juicy Fruit wrapper. 


17,000 Ask for 
Samples of New 
Printing Paper 


Boston, Mass., June 4.—Introduc- 
ing the news element into a direct 
mail campaign brought 17,000 re- 
turn cards to the S. D. Warren 
Company and paved the way for a 
favorable reception for Lustro Bril- 
liant-Dull and Cumberland Dull, 
two new book papers. These sheets, 
it is claimed, reproduce halftone 
dots without the slightest distortion. 

The first direct mail piece con- 
sisted of a newspaper clipping 
pasted on a memorandum. The sec- 
ond was another newspaper clipping 
headed “Two New Printing Papers 
to be Announced by S. D. Warren 
Company.” 

The third of the series was a busi- 
ness reply card on which the ad- 
dressee could indicate that his name 
be taken from the list, if he so de- 
sired. On the contrary, 17,000 re- 
turned the cards, asking that they 
receive following announcements. 

The fourth mailing piece carried 
an illustration of the promised 
package of samples, so that the ad- 
dressee would recognize it when 
received. The samples themselvas 
were timed to reach users May 25. 


McHugh Succeeds 


Forker with Hearst 

Earle H. McHugh has been ap- 
pointed general advertising director 
of the Hearst Magazines, succeeding 
Eugene Forker, who recently became 
publisher of the New York Ameri- 
can, John R. Hearst, vice-president 
of the International Magazine Com- 
pany, announced. 

Mr. McHugh has been general 
manager of the business paper divi- 
sion, where he is suceeded by Ray 
Gardner. 


“Monitor” to Have 


New Boston Home 

The Christian Science Monitor, 
Boston, will erect a new $3,000,000 
publishing house which will also 
house the Christian Science Journal, 
the Christian Science Sentinel, and 
the other publishing activities of the 
society. 

The new building will go up on 
58,000 square feet of land bounded 
by Massachusetts Ave. and Norway, 
Falmouth and Clearway Streets, 


Back Bay. 


No. 65 of a Series 


ily. He has ALL the family. 


come through. 


k, R the purposes of this 
argument, Uncle George is the 
member of your fami!y who has 
the jack. He’s a retired old cod- 
ger who bought the proper stock 
at the proper time and now lives 
on the income. Generally he has 
no family of his own, but that 
doesn’t mean that he has no fam- 


You've probably written to 
him at one time or another and 
this year his mail has been heavy 
with the lamentations of bewil- 


dered nephews and of distant 


of work since 1904 and now for 
the first time have an alibi for it. 
Uncle George may or may not 


This leads to a very interesting 


proposal made by John Carter in 
June Scribner's. It is called “‘In- 
corporating Uncle George’ and 
that is exactly what it is about. 
The basic social unit, says Mr. 
Carter, is not the individual but 
the family. Every family, habitu- 
ally, helplessly and reluctantly, 
is called upon to help its lame 
dogs over the stiles. A mother 
helps her daughter pay for a con- 
finement; a brother helps his 
sister's husband get a new job; 
an uncle invests money in his 
nephew's business. 

But help of this kind is never 
satisfactory, eithertothe recipient 
or the giver. Therefore, continues 
Mr. Carter, let us incorporate 


cousins who haven't done a lick 


the family. Since Uncle George 
is the wealthiest of the family and 
also the shrewdest, allow him to 
contribute the largest amount and 
give his time to running the 
corporation. 

We won't tell you the entire 
scheme because we haven't room 
to summarize it here and it is too 
important to be considered light- 
ly. It is worked out in detail with 
the interests of the whole family 
in mind and it is as ingenious and 
downrightly practical as anything 
you've heard of in a long time. 


I Ts 


SCRIBNER'S 


FOUR DISCUSS 
HARVARD AWARDS 


Judging from expressions received 
by this paper, the advertising field 
is almost equally divided on the sub- 
ject of the Harvard Advertising 
Awards. Some feel the awards dis- 
tracted attention from the main 
function of advertising, while others 
believe the annual awards served 
advertising well. 

Daniel P. Woolley, vice-president 
in charge of advertising of Standard 
Brands, Ine., New York, took the 
negative side of the question, saying 
that in his opinion, the awards did 
not serve any particularly useful 
purpose. 

One of the most enthusiastic votes 
for the Harvard Awards came from 
D. P. Brother, director of the adver- 
tising section of General Motors 
Corporation, Detroit. 


“We feel here the awards served 
a useful purpose,” commented. Mr. 
Brother, “and much has been accom- 
plished because of this incentive to 
excel in advertising craftsmanship. 


“For a good many years individu- 


als within the agencies, the agencies | 
themselves and in many cases, the 
advertisers, have striven for better 
results in their advertising activi- 
ties, largely because of the Edward 
Bok Foundation. 

“To a great many, winning of a 
Harvard Award has been the spur 
that urged them on to win another, 
and to those who may not have suc- 
ceeded in winning an award, but 
have looked forward hopefully from 
year to year, there have come un- 
questioned benefits through the 
deeper thought and greater care 
which higher ideals always bring. 

“While I realize the Harvard 
Awards have entailed a great ex- 
pense, personally I would like to 
feel there is some way in which 
they might be continued.” 

ADVERTISING AGE asked a number 
of well known advertising men, first, 
whether they thought the awards 
were useful and second, whether 
they felt the advertising field itself 
should finance their continuance. 


To these questions, George S. 
Stroud, advertising manager of B. 
Kuppenheimer & Co., Chicago, ex- 
claimed: 

“One—Yes! 

“Two—Yes!” 

Lee H. Bristol, vice-president of 


the Bristol-Myers Company, New 
York, and president of the Associa- 
tion of National Advertisers, paid a 
warm tribute to the Harvard 
Awards. 

“T share with many deep regret at 
the discontinuance of the Awards,” 
he said. “I sincerely believe they 
did serve a useful purpose. Let us 
hope ways and means will be found 
for their continuation, even under 
different sponsorship, if necessary.” 


Double Is Elected 
Seattle President 


Lee Double was elected president 
of the Seattle Advertising Club 
without opposition at the annual 
meeting. Other officers: Orrin Hale, 
first vice-president; Claude Arnold, 
second vice-president; Jessie Land- 
wehr, third vice-president; R. W. 
Sprague, treasurer. 

The new directors are Larry 
Conaway, Finley Propst, Arthur 
Gerbel, Jr., and Katherine Gresham. 


Files Bankruptcy Papers 

Individually and as a partner of 
the American Advertising Agency, 
the American Company and Adver- 
tisers’ Products Company, all of 


Toledo, William S. Waring has filed 
a voluntary petition in bankruptcy, 
alleging liabilities of $15,687 
assets of $7,885. 
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Canada Bars U. 


The enforcement of what appears 
to be a prohibitory duty of fifteen 
cents a pound on United States pub- 
lications by the Dominion of Canada 
seems to be an unfortunate develop- 
ment from all angles. It is to be 
hoped that this barrier to free com- 
munication between the United 
States and Canada will be removed 
promptly, for the benefit of all con- 
cerned. 

The application of a duty of this 
kind may be regarded from two 
viewpoints—either as a revenue- 
producing measure or as a tariff for 
the protection of domestic publica- 
tions. ADVERTISING AGE has been as- 
sured by publishers that the duty is 
prohibitory as far as they are con- 
cerned, inasmuch as they cannot ab- 
sorb it and they are unable to pass 
it along to their readers. Thus from 
the standpoint of increasing the rev- 
enues of the Dominion it is certain 
to prove ineffective. 

Will the elimination of publica- 
tions issued in the United States 
benefit Canadian publications? We 
do not believe so. As a matter of 
fact, we doubt if any representative 
Canadian publisher is in favor of 
setting up an _ effective barrier 
against the circulation of United 
States periodicals in the provinces. 
On the other hand, certain leading 
Canadian publishers, like Col. Ed- 
ward J. MacLean, of Toronto, have 
repeatedly been most outspoken in 
favor of free admission of these pub- 
lications to Canada. 

The net result of placing a heavy 
duty on publications is to handicap 
their Canadian readers. They will be 
deprived of the benefit of the in- 
struction, entertainment, education 
and information which they have 
received hitherto. The benefits which 


S. Publications 


Canadians, as individuals, have re- 
ceived from the free distribution of 
periodicals from the States have 
been enormous. The advancement of 
any community is accelerated by the 
wide distribution of knowledge, and 
sertainly a duty which prevents or 
interferes with its distribution is not 
one which is likely to react favor- 
ably to the welfare of the whole 
people. We believe those respon- 
sible for national policies in Can- 
ada will soon decide that this is the 
case. 


It is easy to sympathize with the 
Canadian point of view with refer- 
ence to the United States tariff on 
products of Canadian origin. The 
new duties which are to be levied 
by Canada are regarded to some 
extent as reprisals for the increased 
tariffs levied by this country. It is 
true that turn about is fair play, 
and yet in the long run reprisals 
will not benefit anyone. 


National advertisers who have 
had the benefit of the circulation of 
their messages to hundreds of thou- 
sands of Canadians through the dis- 
tribution of periodicals of United 
States origin in Canada are of 
course concerned because of the new 
situation which has arisen. They 
and their present and prospective 
customers are being cut off from 
each other, temporarily, at least. 
We doubt, however, if they can be 
forced to use Canadian publications 
through pressure of this kind. 


Since so few will profit and so 
many will suffer from the imposi- 
tion of the new duties, it is to be 
hoped that prompt action will be 
taken to lift what amounts to an 
embargo against United States 
periodicals. 


The Automobiles ‘Are Still Running 


Motor car sales are picking up, 
and new cars are being bought by 
so many people that 1931 will prob- 
ably prove to be a rather respectable 
year in the annals of the industry. 
Plenty of people have discovered 
that they can afford to put new cars 
into service, even “in times like 
these,” as the popular phrase has it. 

The important fact from the 
standpoint of manufacturers and 
others interested in the automobile 
business is that the American public 
is continuing to consume automobile 
mileage in at least normal volume. 
Anyone who drives will testify that 
traffic congestion is just as bad as 
ever. The week-end holidays are 
drawing just as many families into 
the country by way of the motor 
highways. The daily business of the 
country is being carried on with the 
aid of passenger cars, trucks and 
buses in the accustomed millions. 

This means that the consumption 
of gas, oil and tires is going on at 
the usual rate, and that all of the 
industries which cater to the Ameri- 
¢an motorist continue to have a mar- 
ket which is greater than heretofore, 


because of the increased number of 
cars in use. The fact that the petro- 
leum companies and the tire com- 
panies do not seem to be making 
satisfactory net earnings is no fault 
of the automobile-owner. The busi- 
ness is there—it is simply a question 
of the terms on which those who 
seek it are willing to accept it. 
Some automobile parts manufac- 
turers are reporting the best sales 
and earnings in their history. Piston- 
ring manufacturers, for example, are 
typical representatives of the group 
who profit from the necessity for 
constant maintenance work on auto- 
mobiles. The man who is continuing 
to drive a car he would ordinarily 
have replaced this year is undoubt- 
edly buying new parts and service, 
to make the old bus yield as much 
satisfaction and extra mileage as 
possible. The motor-car industry, 
because it is based on sales of serv- 
ice and parts as much as new cars, 
is keenly interested in this situation. 
One silver lining of the cloud rep- 
resented by smaller sales of new 
cars is the cleaning up process which 
is going on in the used-car field. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


256. Nebraska 1931 Data Book. 


This loose-leaf book consists of 
“facts and figures about Nebraska 
and the sales opportunities of the 
Nebraska farm market.” Though 71 
per cent of the Nebraska farm in- 
come is derived from livestock 
breeding and feeding, the state ranks 
high in income from many other 
sources. While 1930 income was less 


than in some previous years, it 
reached the staggering total of 
$464,000,000. 


An . interesting feature of the 
booklet is a table showing income 
by months, making it possible to ad- 
vertise at the psychological moment. 
Published by Nebraska Farmer, 
Lincoln. 


‘e 
257. A Market Analysis of the Res- 
taurant Industry. 


This is the most convenient, and 
perhaps the most elaborate survey 
made thus far of the restaurant in- 
dustry. The 64-page book is in six 
sections: The Restaurant Industry, 
Types of Restaurants, the Market 
for Food Products, Market for 
Kitchen Equipment, Market for 
Dining-Service Equipment, and How 
to Sell This Industry. Published by 
the American Restaurant, Chicago. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 


on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


230. Do Women Read “Fortune”? 


Answers to a questionnaire prove 
that all but 11 per cent of the wives 
of subscribers read Fortune. Good 
editing, which included a tabulation 
of adjectives, has made the report 
more useful to advertisers interested 
in the reading tastes of cultivated 
women. Published by Time, Inc., 
New York. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 


This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


— 


TAKING THE BITTER WITH THE SWEET 


—Life 


“Now, one reminder before the program starts: Zippo 
Salts for a healthy constitution.” 


Voice of the Advertiser 


Faith! Courage! 


To the Editor: The untimely 
death of Fred Rigby removes from 
the councils of the Audit Bureau of 
Circulations another man who, in the 
midst of his busy life as advertising 
manager of the Studebaker Corpora- 
tion, found time to aid in improving 
the conditions of the advertising 
business, of which he was such an 
able practitioner. 

Absent from a directors’ meeting 
last September because of a major 
operation, Mr. Rigby, with charac- 
teristic unselfishness, sent a letter 
explaining his absence and express- 
ing the hope he would be with us 
the following month. As successive 
meetings took place and we learned 
of relapses, of a second and third 
operation and of blood transfusions, 
there came to us from the sick man 
expressions of renewed hope that he 
was going to recover. What faith, 
what courage, and what a fight for 
the opportunity to live! 

Writing as a member of this board 
of directors, I pay tribute to the 
worth of this young man whose life 
was so full of promise and whose 
untimely death has taken from us 
an admired associate and a real 
friend. 


P. L. THOMSON 
Western Electric Co., New York 
President, A. B. C. 


* * * 


Bud Halderman Found 


To the Editor: You may be inter- 
ested in knowing that “Bud” Hald- 
erman, referred to in a letter in 
your issue of May 16 is production 
engineer for the American Type 
Founders Company. He has written 
Mr. Remington, the inquirer, in 
part: 

“Your reader (advertisement) in 
ADVERTISING AGE gave me a real 
“thrill”—that’s the word we mod- 
erns use—and created a desire to see 
you and talk over old times. No 
doubt, before we finished, we would 
work out a remedy for the depres- 
sion. It wouldn’t be the first world 
problem we’ve settled.” 


T. J. JONES 
Megr., Export Dept., 

American Type Founders Co., 
Jersey City 


A Big Ad— 

To the Editor: Speaking of big 
ads, the Famous-Lasky 74-page 
effort and the Buffalo Foundry & 
Machine Company’s 92-page effusion 
will have to take a back seat to the 
96-page explosion of Standard Mo- 
tor Truck Company of Ohio in the 
April, 1914, issue of Motor Field, 
published in Chicago, and of which 
the writer was then editor. 

Black on India tint was the color 
scheme; and being only the editor, 
I have no means of knowing whether 
the advertisement was ever paid 
for; but it was produced, printed, 
and read—let us hope. 


GeorcGe M. SCHELL 
Publisher, Motor West, Los Angeles 


* * * 


—And a Bigger One 

To the Editor: Speaking of rec- 
ord advertisements, it may be of 
interest to you to know that in 1925 
our paper, then known as Exhibit- 
ors Herald, published for the Fa- 
mous Players Lasky Corporation an 
advertising insert numbering 112 
pages. 

In 1924 we published for the Fox 
Film Corporation an advertising in- 
sert of 72 pages, together with other 
advertising which brought the total 
to 86 pages. 


MARTIN QUIGLEY 
Pres., Quigley Pub. Co., Chicago 


* * * 


Bouquet 

To the Editor: Much of the 
initial success of the Lionel cam- 
paign, described in your issue of 
May 30 is due our advertising man- 
ager, Salvatore Castagnola, to whom 
you failed to give credit. 

Among Mr. Castagnola’s many 
contributions was an unusual folder 
announcing the advertising to our 
dealers. When separated one page 
became a window poster. This idea 
enabled us to put the first selling 
aid in the dealer’s hands when his 
interest was high. 


A. RAPHAEL 
Sales Manager, 
Lionel Corp., New York 
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ADVERTISING AGE 


PLUB SELLING 
WIDENS MARKET 
FOR AIRPLANES 


To bring plane ownership within 
reach of the masses, Apelt & Colvin, 
Chicago distributors of Curtiss- 
Wright products, have introduced a 
new unit ownership plan. After a 
month’s test, during which six planes 
were sold, the plan has proved so 
sound the Curtiss-Wright Sales 
Company has decided to pass it 
along to other distributors. 

Heretofore, the beginner has been 
required to spend $600 in order to 
obtain a _ private pilot’s license 
through the Curtiss-Wright schools. 
The unit ownership plan permits 
him to attain this objective for half 
as much and throws in a tenth own- 
ership in a Curtiss-Wright Junior 
which he can continue to fly. 

Ten members form a club and pay 
$277.50 each. The company fur- 
nishes each member with 10 hours 
of dual instruction, and pays the 
pilot’s licensing fees of $10 each, 
with insurance for a year against 
fire, theft, windstorm and crash, the 
premium being $300 yearly. 

The only other expense to the 
owners is hangar rent, gasoline and 
oil. If desired, payment can be made 
on the budget plan: $125 down and 
the remainder in six monthly in- 
stalments. 

The Curtiss-Wright Company has 
facilities for instruction at about 
500 points throughout the country, 
40 being the company’s own air- 
ports. 


Reach Youngsters 


Explaining the plan, Chester F. 
Sorensen, sales manager, said: 

“We must face the fact that if we 
are going to build up the market for 
privately owned planes, we must 
make it possible for larger numbers 
of young men and women in or near 
teen ages to learn to fly. If we wait 
until these young folk are earning 
enough to buy planes individually, 
it will be much more difficult to in- 
terest them in flying as a sport and 
to teach them to fly. 

“We are planning to reinvest all 
the profit from this end of our busi- 
ness in promotion, as we believe 
every plane sold on the unit owner- 
ship plan makes a big contribution 
to our future market. 

“While it appears we must make 
ten sales to dispose of one plane on 
the unit ownership plan, this does 
not hold true in practice. The active 
co-operation of those first sold makes 
each successive closing easier.” 

Mr. Sorensen said schools, fra- 
ternities, clubs, churches, business 
houses, and all other organizations 
having a large membership of young 
people are fertile fields for unit 
ownership sales. 


Committee on Foods 
Accelerates Work 


The committee on foods of the 
American Medical Association has 
speeded up work and has extended 
the use of the A. M. A. approved 
seal to a large number of products. 
Among them are: 

Powdered protein milk, Merrell- 
Soule Co., New York; Jerry’s Kew- 
Bee Bread, Jerry’s Bakery Co., 
Terre Haute, Ind.; Page Evaporated 
Milk, Page Milk Co., Merrill, Wis.; 
Vermont Maid Bread, Vermont Bak- 
ing Co., White River Junction, Vt.; 
Staley’s Golden Table Syrup, A. E. 
Staley Mfg. Co., Decatur, IIl., with 
the same manufacturer’s crystal 
white syrup. 


Brumm with Gillette 


Bert C. Brumm, former assistant 
advertising director of the Pabst 
Corp., Milwaukee, is now represent- 
ing the Gillette Publishing Co., Chi- 
cago, in Wisconsin, Minnesota and 
owa. 


Publisher Is Dead 


John C. Williams, 75, veteran pub- 
lisher of Our Daily Home, Talla- 
dega, Ala., died May 29 of a heart 
attack. He retired from active busi- 
ness three years ago. 


Non-Factory Free 


Wheeling Is Hit 

Trenton, N. J., May 28.— 
Automatic free wheeling trans- 
missions for motor vehicles 
which does not permit the 
driver to retain optional gear 
control has been prohibited in 
the 14 states comprising the 
Eastern Conference of Motor 
Vehicle Administrators. 

The resolution affects equip- 
ment installed by the owner, 
which has been widely 
advertised. 


Chevrolet and 
Ford Dealers 
Held in Line 


Philadelphia, Pa., May 28—Ford 
and Chevrolet defeated the general 
tendency among automobile dealers 
in 1930, Automobile Trade Journal 
reports. In spite of the fact that 
many dealers endeavored to beat the 
depression by adding one or more 
lines to their offerings, Ford and 
Chevrolet actually increased the per- 
centage of their dealers devoting all 
of their efforts to a single line. 

The total number of car outlets in 
1930 was 63,054, this publication re- 
ports. The present number is 58,604. 

Ford and Chevrolet increased 
their combined outlets from 18,151 
in 1930 to 18,391 this year, a gain 
of about 1 per cent. Their increase 
in exclusive dealerships increased 
from 13,673 to 14,908. As a result 
of these changes, 81 per cent of the 
dealers handling these two lines do 
not handle any other make of car. 

Automobile Trade Journal gives 
the following list of car dealer 
franchises by makes: 

Auburn, 581; Buick, 3,003: Cadil- 
lac, 700; Chevrolet, 9,558; Chrysler, 
3,007; De Soto, 1,369; Dodge, 2,842; 
Durant, 1,664; Ford, 8,833; Frank- 
lin, 315; Graham, 1,469; Hudson- 
Essex, 2,863; Hupmobile, 1,084; Lin- 
coln, 2,033; 

Marmon, 663; Nash, 1,884; Oak- 
land-Pontiac, 3,435; Oldsmobile, 
1,592; Packard, 721: Peerless, 250; 
Pierce-Arrow, 312; Plymouth, 3,081; 
Reo, 772; Studebaker, 1,971; Willys- 
Overland, 3,783; miscellaneous, 819. 


College Circles~ ™ 
Agog Over New *” 
Sophomore Blues 


Los Angeles, Cal., June 4.—The 
Sophomore Blues are here. They are 
not a song, but blue trousers, desig- 
nated by the Trojan Knights, the 
club which rules campus traditions 
at the University of Southern Cali- 
fornia, as the campus uniform for all 
sophomores at that institution. Their 
use becomes mandatory in Septem- 
ber. 

The University of Redlands fol- 
lowed suit and at least five other 
Pacific Coast colleges have an- 
nounced adoption of this distinctive 
garb for second class men. 

All of this didn’t just happen. It 
was started by a retail clothing 
dealer and the idea germinated so 
rapidly that the Brownstein-Louis 
Company has been formed here to 
make and_ distribute Sophomore 
Blues west of Denver. 

Eastern manufacture and distri- 
bution have been placed with the 
Dutchess Mfg. Co., Poughkeepsie, 
i a A 

These companies will help propa- 
gation of the Sophomore Blues idea 
with advertising in college and 
school papers. They are also telling 
the trade that opportunity is knock- 
ing at their door, since high school 
lads usually are quick to follow the 
lead of the colleges. 

The trade paper copy is decorated 
with a halftone showing Ernie 
Pinkert, All-American halfback of 
the University of Southern Cali- 
fornia, wearing a pair of Sophomore 
Blues. 


Leaves Stanley 


Sedley Brown has resigned from 
New 


the Stanley Recording Co., 
York. 


Here’s the certificate 


you seldom notice 


‘Ttiets caste tien tga. It hangs in a corner where 
you seldom look at it. Yet this certificate is important. With- 
out it, the druggist couldn’t call his store a drug store. With- 
out it, he couldn’t add scientist to his other titles of soda. 


Fhe Cscwemmet 4 Ahn Ate oh Sime Woh 
RNS Latin om Ha 


NEW YORK 


State Board of Pharmacy 


1931 
Tle in to Certify, . 
re oP econ r= 
is Guly creneiied as 4 
REGISTERED PHARMACY. 
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jerker and cigar salesman. 


Without pharmacy the drug store would cease to exist. To 
inform the public about this professional aspect of his store, 
the druggist has set aside the third week in October as Phar- 
macy Week. In Pharmacy Week the manufacturer recognizes 
a movement to preserve the value of the drug store as a dis- 


tributive link, and gives it his hearty support. 


This year every form of publicity will help spread the message 
of Pharmacy Week. American Druggist will be conspicuously 
identified with the activities of the occasion. It will present, 
in the form of the most impressive issue ever published by a 
drug magazine, its own tribute to the pharmacist. 


| 


Hearst Business Magazines 


Motor... American Druggist... American Architect... Aromatics 


Fifty-Seventh Street at Eighth Avenue’ - 


New York, N. Y. 


SAYS EQUIPMENT 
IS SOLD WRONG 


James Rotto, sales and publicity 
director of the Hecht Company, 
Washington, D. C., department store, 
took a crack at equipment companies 
and others who have been building 
their sales on the basis of “customer 
control” systems in a talk in Chicago 
May 28. 

Mr. Rotto, who was the speaker 
at the final meeting of the Chicago 
Advertising Council for the season, 
asserted this phrase is being made 
a shibboleth, that high-pressure 
salesmanship has been directed 
toward selling equipment for use 
with the system without regard to 
the needs of the individual store, and 
that while the basic idea is good, it 
has been greatly abused in practice. 

He urged the Addressograph, 
Elliott and other equipment com- 
panies to spend more time on show- 
ing their customers how to use their 
present equipment to greater advan- 


tage. Present ideas of analyzing 


customer buying habits, he asserted, 
control the retailer’s advertising 
rather than his customers’ purchases. 

Mr. Rotto, who was introduced by 
G. Ray Schaeffer, advertising man- 
ager of Marshall Field & Co., Chi- 
cago, spoke under the auspices of 
the direct mail departmental of the 
Council. He said the Hecht Com- 
pany, which has shown sales in- 
creases for 14 consecutive months, 
spends 1 per cent of its gross sales 
for direct mail and 3 per cent for 
newspaper advertising. 


Nelson J. Wolcott 


Joins “Farm Journal” 
Nelson J. Wolcott has joined the 
Western advertising staff of The 
Farm Journal, Philadelphia, and will 
make his headquarters in Chicago. 
Mr. Wolcott formerly was with 
the Western office of Country Home. 


Joins Audit Bureau 
International Petroleem Tech- 
nology, Cleveland, which succeeded 
Oil Field Engineering, of Philadel- 
phia, has been reinstated to mem- 
bership in the A. B. C. The paper 


is now published by the National 
Petroleum Pub. Co. 


Publicity Fails 
in Enforcement 
of Wage Statute 


Boston, Mass., May 21—Publicity 
appears to have failed as a weapon 
to compel Massachusetts employers 
to pay the minimum wages recom- 
mended by the State, according to 
a report of the State Department of 
Labor and Industries. 


The Massachusetts minimum wage 
law provided only one method of 
forcing employers to comply with its 
provisions—publishing the names of 
those paying less than the suggested 
minimum. Thus far, this method of 
enforcement has proved ineffectual, 
the report says. 


The textile industry has been par- 
ticularly fractious, as far as wages 
are concerned, and in some cases is 
paying as little as $4 to $7 per week, 
the Department reports. Men and 
boys, as well as women and girls, 
are employed at these rates, as a 
result of the depression. 
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DEALERS HEAR 
COLGATE STORY. 
IN 3 MINUTES 


New Manual Wins Enthusiasm 
of Salesmen 


Acting on the theory that good | 
dealers are unwilling to spend more 
than three or four minutes listening | 
to a sales representation and that 
poor dealers are not worth more of 
a salesman’s time, the Colgate- | 
Palmolive-Peet Company, Chicago, | 
has brought out a new manual | 
which enables salesmen to tell and | 
illustrate their story in not more | 
than four minutes. 


“The day of the grandiose sein | 
folios has passed,” said Walter A. | 
Loper, sales promotion manager. 
“Besides being brief, a portfolio | 
should be designed primarily to | 
overcome the greatest resistance | 
the salesman has to meet. The con-| 
tents should visualize the advertis- | 
ing as it is related to the product | 
and the dealer. 

“There would be fewer elaborate 
portfolios if the authors were re- 
quired to walk the streets with a 
heavy case loaded with store cards, 
display material, samples and order 
book.” 

The Colgate three-minute manual, 
which supersedes the six-minute edi- 
tion in use last year, is really a 
leather cover for the salesman’s or- 
der book, with which is included 
four sheets of cotton cloth printed 
on both sides with the selling story. 


Arousing Dealer’s Curiosity 


The front cover of the combination 
sales manual-order book is imprinted 
with a message addressed to sales- 
men but intended for the dealer. 
The salesman is expected to maneu- 
ver the book so that the head “IM- 
PORTANT! Instructions for Sales- 
men” will catch the dealer’s eye. 
The dealer’s curiosity is depended 
upon to guarantee absorption of the 
message. 

The first page reveals the strategy 
used to circumvent the biggest nega- 
tive encountered in selling soap to 
the trade, which is “there’s no profit 
in soap.” 

“Perhaps not,” says the salesman, 
“but,” quoting from the headline, 
“soap is the best business getter in 
the retail grocery store.” 


This theme is followed throughout 
the presentation, receiving particu- 
lar emphasis in connection with mer- 
chandising service. This consists 
chiefly of special soap sales, put on 
with the salesman’s assistance, for 
the purpose, the dealer is told, of 
drawing business on other merchan- 
dise. 


To prove to independent dealers 
that soap events draw trade on other 
more profitable goods, the Colgate 
company took advantage of their 
wish to emulate the chain by mak- 
ing a survey of chain and indepen- 
dent soap inventories. The results 
showed 15.2 per cent for the chain 
against 6.5 per cent for the inde- 
pendent. These figures have caused 
many independents to pay attention 
to Colgate salesmen. 


-Tell Advertising Story 


The second page of the manual 
begins the advertising story. It 
shows the total of mediums used 
and their combined circulation, con- 


cluding with the statement that at 


ARTISTS AND WORK THEY SHOWED AT BOSTON 


1, Daniel G. Fox for the Harvard Trust Co.; 2, F. H. Rines for Bridgeman, New York; 3, Esther 
M. Andros for Paine Furniture Co., Boston; 4, J. S. Kirshen for the Stratford Co., Boston; 5, Rance 
Flanagan for American Oil Co. of Mass.; 6, Raymond Nichols for Ritz Carlton Hotel, Boston; 7, C. 
Evelyn Lyon for Wm. Leavens Furniture Co., Boston; 8, H. B. Goodman for Federal Tires; 9, D. & 
G. Hauman for Boston Music Co.; 10, R. W. Harrington, Colonial Candle Co., Cape Cod; 11, Hanna 
and Matilda Segal for the Kenyon Company, Boston; 12, Walter E. Walsh; 13, R. B. Magee. 


least 289 out of every 300 consum- 
ers are seeing or hearing the adver- 
tising every week. 

The third and fourth pages repro- 
duce several typical advertisements 
with brief comments. The fifth pic- 
tures five representative » neighbor- 
hoods combined in a pie chart, and 
states that Colgate advertising cov- 
ers all neighborhoods. 

The next page illustrates several 
display fixtures. These are only 
given out with orders and the plan 
is to arouse the dealer’s interest in 
them before taking up the formula 
outlined on the two last pages for 
conducting special soap sales. 

Mr. Loper said a check-up of deal- 
ers who bought the 25-box deal, the 
minimum necessary to have the serv- 
ices of a Colgate salesman in put- 
ting on a special soap sale, showed 
that since last July 50 per cent of 
the dealers used newspaper display 
to feature their events. 

With the 25-box deal (6 specified), 
the Colgate company includes free 
display pieces, imprinted handbills 
and inexpensive premiums for unit 
offers. A favorite premium recently 
has been a toy balloon to go with 
units priced between 20 and 30 cents. 


“Post” in New Plant 
With the completion of altera- 
tions, the Chicago Evening Post has 
occupied its own building at 415 N. 
LaSalle street. The building was 
completely remodeled for newspaper 
purposes. 


Eastman Leaves Club 
Lee J. Eastman, president of the 
Packard Motor Car Company of 
New York, has resigned as_ vice- 
president of the Advertising Club of 
— York because of pressure of his 
work. 


Agency Gets Goldman 

Martin E. Goldman has joined the 
Aitkin-Kynett Company, Philadel- 
phia agency. 


INSTRUCTIONS 
1. The independent dealer is your 


2. See that the dealer is supplied 
you. Counsel with him on our 


order. 


IMPORTANT! 
all deals have been presented to every customer. 
3. Be sure attractive displays are made for every dealer placing an 


COLGATE-PALMOLIVE-PEET CoO. 
Chicago, IIl. 


TO SALESMEN 
partner in business. Make certain 


with all merchandising aids given 
soap merchandising plans. 


Cover of Colgate sales manual 


Boston Holds 
Exhibition of 
Art in Industry 


HOW GOODRICH 
GUIDES DEALERS 


Boston, Mass., June 4—Impetus | 
was given the recognition of art in| 
industry by the first exhibition of | St. Louis, Mo., May 28—The 
the work of the Association of B. F. Goodrich Company, Akron, 
Artists and Designers of New Eng- | O., goes 50-50 with dealers on their 
land, held in the quarters of the | advertising provided they adhere to 
Storrs & Bement Company May 25 | the division of the appropriation in- 
to June 1. dicated by the company, Guy Gun- 

The association is co-operating daker, Jr., sales promotion manager, 
with the Associated Industries of told the Advertising Club of St. 
Massachusetts, the Boston Chamber | Louis. 
of Commerce and the Advertising, This even division of the cost ap- 
Club of Boston in.this campaign. plies to everything but repetition 

About 200 pieces, in 28 groups, and identification advertising, for 
ggg A ss gg Rae 2 age veh gh ol ah org 
covered a wide range. In the adver-| dealer spend from 1.5 to 3 per cent 
tising realm, there were layouts, of his gross sales in advertising, but 
illustrations and designs for news- | the exact amount depends upon the 
paper advertisements; magazine! business in sight and the ability of 
copy, folders, pamphlets, and broad-| the dealer to get his share or more. 
sides. The mediums included pen| The possibilities are easily estimated 
and ink, crayon, wash, water color| on the basis of $50 per registered 
and oils. car in any city. 

Other exhibits included book work, | The division of the dealer’s appro- 
od — box Be ee — ~ er to a 

esigns for electric fixtures, mural | he operates. Here is the general rec- 
and screen designs, photographic | ommendation of the company: 
retouching, greeting cards and toys.| For big city dealers: 40 per cent 

Advertising Club Night was|in newspapers; 40 per cent in direct 
staged May 28, when the associa-| mail; 15 per cent for identification, 
tion entertained the local club and and 5 per cent, repetition. 

Boston printers. For small town dealers: 20 per 

Jack Kirshen, of the Alpine Press, | cent in newspapers; 60 per cent in 
was chairman of the _ exhibition | direct mail; 15 per cent in identifica- 
committee. tion, and 5 per cent for repetition. 

Neighborhood dealers: 30 per cent 
in newspapers; 50 per cent for di- 
| rect mail; 15 per cent for identifica- 
tion, and 5 per cent for repetition. 
The last two factors are the only 
two which are uniform in every 
classification. 

The direct mail includes six pre- 
pared campaigns which the company 
provides when they are desired. 
Identification includes window dis- 
plays and store name in Neon or 
other light. Repetition covers novel- 
ties, such as tire covers, desk sets, 
book matches and ash trays. 


Fleishman Moves 


Walter I. M. Fléishman, publicity 
director for the Hotel New Yorker, 
has taken a similar position with 
the Ludington Line, operating air- 
way service between New York, 
Philadelphia and Washington. 


Move Chicago Office 


The Chicago office of the Camp- 
bell-Ewald Company, Detroit, has 
moved to the Two-O-One North 
Wells Building. John A. Drake, 
vice-president, is in charge. 


A for Oil _ Get Poloris Account 

gency ror U1 The Poloris Company, New York, 
The Enterprise Oil Co., Buffalo,| has placed the advertising of Poloris, 

N. Y., manufacturer of Duplex en-| Acadona Boil Poultices and Jiffy 


gine and motor oil, has placed its| Toothache Drops with Churchill- 
advertising with the Moss-Chase| Hall, Inc., of that city, effective 


Co., Buffalo. 


June 30 


ARTHUR KUDNER 
FINDS EUROPE 
MORE HOPEFUL 


(Continued from Page 1) 
sary information, I understand. It 
seems fairly certain that the world 
is bound to feel some effect from 
the Russian experiment in the next 
five or ten years.” 

Mr. Kudner expressed the belief 
that in the stimulus to invention 
which present conditions will in- 
evitably cause, not only will indus- 
try enormously improve the in- 
numerable products now being 
marketed both to the United States 
and to the rest of the world, but 
many new and now almost or en- 
tirely unknown industries will arise 
and be developed, just as the auto- 
mobile and radio industries have 
done in the comparatively recent 
past. 

“The American genius which has 
developed American business and 
civilization to its present state is in 
my opinion sound,” concluded Mr. 
Kudner. 

“There are two possible methods 
of meeting this present condition— 
one is to scale all our standards 
down, which will certainly not be 
done; the other is to develop pro- 
duction methods and the basic de- 
sign and nature of commodities 
themselves to a point where the 
goods will deserve acceptance and 
inevitably will be in demand.” 


Industrials 
Biggest Users 
of Hardware 


Washington, D. C., May 21—Sales 
to users account for about half of 
the distribution of manufacturers in 
the hardware industry, according to 
the Census of Distribution. This 
does not include hardware classified 
elsewhere. Sales in 1929 aggregated 
$229,478,000, manufacturers of au- 
tomobiles, furniture, etc., and schools 
and other institutions taking 49.5 
per cent. 

Other sales were divided as fol- 
lows: wholesalers, 33 per cent; re- 
tailers, 13.2 per cent; manufactur- 
ers’ own sales branches, 4.3 per cent. 

Industrial sales accounted for 37.7 
per cent of the 1929 total of $31,- 
890,000 in the mirror industry. 
Wholesalers took 32.3 per cent; re- 
tailers, 21.3 per cent; household 
users, 1.8 per cent; manufacturers’ 
own wholesale branches, 6.2 per 
cent; and manufaeturers’ retail 
branches, 0.7 per cent. 

Sales of mirror and_ picture 
frames amounted to $19,167,000, re- 
tailers buying 57.3 per cent; whole- 
salers, 30.7 per cent; large users, 4.9 
per cent; household users, 3.1 per 
cent; manufacturers’ wholesale 
branches, 1.8 per cent, and their re- 
tail branches, 2.2 per cent. 

Wholesalers also are the dominant 
factor in the distribution of cutlery 
and edge tools, taking 70.6 per cent 
of 1929 sales of $78,918,000. Man- 
ufacturers’ own sales branches took 
15.6 per cent; retailers, 7.8 per cent; 
industrial users, 5.7 per cent and 
household users, 0.3 per cent. 

Manufacturers of bags (non-pa- 
per) sell principally to users, such 
as manufacturers, packers, produce 
houses, etc., who took 80.4 per cent 
of 1929 sales of $170,176,000. Whole- 
salers accounted for 9.2 per cent; re- 
tailers, 6.8 per cent, and manufac- 
turers’ own sales branches, 3.6 per 
cent. 


Coast Representatives 


Elect Earl Mitchell 


Earl Mitchell, Cosmopolitan Mag- 
azine, was elected president of the 
publishers’ representatives depart- 
mental of the San Francisco Adver- 
tising Club at the annual meeting. 

Austin Fenger, Fenger & Hall, is 
first vice-president; Paul B. Thomp- 
son, Sunset Magazine, second vice- 


president, and Allison, of 
Arthur W. Stypes, secretary. 
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SAN FRANCISCO 


ON BEHALF OF SANFRANCISCOS SEVEN HUN- 
DRED FIFTY NEWSDEALERS WE CONGRATU- 
LATE MACFADDEN PUBLICATIONS ON THE 
ACQUISITION OF LIBERTY STOP LIBERTY EN- 
JOYS A PHENOMENAL DEMAND SALE IN 
METROPOLITAN SANFRANCISCO STOP OUR 
NEWSDEALERS HEAR THE WORDS QUOTE GIVE 
ME A LIBERTY UNQUOTE MORE FREQUENTLY 
THAN IN THE DEMAND FOR ANY OTHER 
WEEKLY MAGAZINE STOP LIBERTY PREDOMI- 
NATES IN WEEKLY MAGAZINE SALES IN OUR 
FINANCIAL DISTRICT AND IN SUCH CLUBS AS 
OLYMPIC CLUB AND HOTELS AS STFRANCIS 
AND PALACE STOP WHOLESALERS LIKE OUR- 
SELVES KNOW THAT THE MACFADDEN OR- 
GANIZATION COORDINATING AS IT DOES THE 
THREE VITAL DEPARTMENTS OF MAGAZINE 
PUBLISHING VIZ CIRCULATION EDITORIAL 
AND ADVERTISING WILL OFFER US BIGGER 
AND BRIGHTER VISTAS OF CIRCULATION AND 
PROFITS AND ASSURE YOU HIGHER NET SALES 
WHERE SALES ARE A SOUND FOUNDATION TO 
AMERICAS POTENTIALLY GREATEST ADVER- 
TISING MEDIUM STOP WE KNOW THAT LIB- 
ERTY WILL THRIVE AS ALL MACFADDEN PUB- 
LICATIONS HAVE ON A BASIS OF FUNDAMENTAL 
HUMAN APPEAL WHICH ASSURES DEMAND 
SALES ON THE NEWSSTANDS TO VOLUNTARY 
PURCHASERS STOP AS OUR PART IN THE ENER- 
GETIC MACFADDEN CAMPAIGN TO COME WE 
AND OUR RETAIL OUTLETS IN SANFRANCISCO 
ASSURE YOU OF OUR ENTHUSIASTIC COOPERA- 
TION TO MAKE OUR PURPOSEFUL AIM AN 
INCREASE FROM THIRTY SIX THOUSAND TO 
FORTY THOUSAND NET SALES EACH WEEK IN 
THE CITY BY THE GOLDEN GATE 


SMITH NEWS CO. 
ERNIE SMITH 


Talk! 


Fi“ seven corners of the country come these statements 
in response to the announcement of LIBERTY'S acquisi- 
tion by Macfadden Publications Incorporated. T hey are 
presented as being typical of the host of messages, both 
oral and written, received from the 1200 wholesalers 
handling LIBERTY all over the United States. 


CHICAGO 


I want to congratulate Macfadden 
on taking over Linerty Weekly. 

I believe Liserty will have the 
greatest newsstand circulation of 
any five cent weekly. Knowing that 
Macfadden will improve on Liserty 
I expect to see large increases in 
sales throughout the U.S. 


Cuas. Levy Circuiatinc Co. 
Cuas. Levy 


ATLANTA 


The news that Macfadden Publica- 
tions had bought Liserty was a 
very pleasant surprise, and we want 
to congratulate you on making the 
deal. Liserty has the largest volun- 
tary sale of any magazine we handle, 
and under the Macfadden manage- 
ment has great possibilities of show- 
ing a phenomenal growth in the 
coming years. 

Believing in Macfadden Publica- 
tions as we do, you can count on 
our putting our very best efforts be- 
hind Liserty to see that it gets a 
big increase in Atlanta. 


R & R News Company, Inc. 
J. F. McF. Nery, Partner 


Ss 


WASHINGTON 


It was with great surprise and with 
as much satisfaction that I learned 
that Macfadden had taken over 
Liberty. 


Ever since Liserty came in to the 
magazine field it had enjoyed a vol- 
untary sale, with practically no ef- 
fort. The sale kept right on growing, 
and now we are selling over 25,000 
copies in Washington, which is by 
far the greatest sale of any magazine 
in this city. 

The sale that Liperty enjoys at 
the various Government depart- 
ments is astounding, as compared to 
other magazines. 


I have been distributing maga- 
zines and newspapers all my life, 
and have never experienced such a 
spontaneous demand and tremen- 
dous growth as Liserty Magazine 
has enjoyed in this city. 


I believe that under Macfadden 
ownership, Liserty sales will grow 
to greater heights. 

You can rest assured that I will 
do my best to help you put over the 
Liserty Magazine in this territory. 


District News Company 
Josepx G. OrrenstTEIn, Owner 


» 


ty Newsdealers 


NEW YORK 


May I take this opportunity of congratu- 
lating the Macfadden Organization upon 
taking over Liperty. 

I have watched closely the rapid, up- 
ward climb of Liperty sales during the 
last few years, and I think the Macfadden 
Organization will not only continue this 
splendid sales record, but do even better. 

In Greater New York, I predict that 
Liserty sales will show a substantial in- 
crease during 1931. 

INTERBOROUGH News CoMPANY 
S. P. Boorn, President 


ROCHESTER . 


It was great news to learn that the Mac- 
fadden Publications Incorporated has 
taken over the publication of Liserty 
Weekly. 

The sale of Liserty in Rochester is 
larger than that of any other publication, 
and under Macfadden direction I am sure 
that it will far exceed any previous circu- 
lation figures attained by this publication. 

Manson News AGENCY 
M. Manson 


PITTSBURGH 


We congratulate Macfadden Publishing 
Company on the acquisition of Liserty. 
This publication, we believe, has a larger 
voluntary sale than anything of its kind 
in the country. At least, this is true in the 
Pittsburgh territory. Circulation of Lis- 
ERTY is growing very rapidly in this field, 
and we believe will continue to grow. 
The Western Pennsylvania News Com- 
pany hopes to take a very active part in 
the process. 

With Macfadden and their modern 
methods, we have every reason to believe 
the circulation of Liserty can be doubled 
in this territory within a very reasonable 
time. 

WesTERN PENNsyLVANIA News Co. 
Gso. F. CaLLanan, President 
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COURT SETTLES 
DISPUTES OVER 
TRADE-MARKS 


Washington, D. C., June 4.—The 
Court of Customs and Patent Ap- 
peals ruled that “Simonize” and 
“Permanize” were confusingly sim- 
ilar names applied to automobile 
polishes, held similarly as to “Fash- 
ion Park” and “Fashion Row” as used 
on clothing, refused to permit regis- 
tration of “Off the Cob” for canned 
corn, “Lemon Frost” for soda water 
and “Lucky Strike” for wheat flour, 
and awarded Sears, Roebuck & Co. 
priority over Montgomery Ward & 
Co. for the use of “Sta-Klean” on 
firearms and ammunition. 

The Pillsbury Flour Mills Com- 
pany, in its case against Federal 
Mills & Elevator Company, sought 
the adoption of “Lucky Strike” as 
a trade mark for wheat flour. 

The court denied registration upon 
the opposition of the Federal com- 
pany, owners of “Lucky.” 

In the Patent Office it was held 
the position of the parties should 
not be disturbed on the ground that 
“Lucky” and “Lucky Hit,” owned by 
the Great Northern Flour Mills Com- 
pany, had been concurrently used 
without confusion, the opinion stated. 
This fact, it was held, is immaterial, 
the terms being confusingly similar. 

In the case of Simonize Company 
versus Permanizing Stations of 
America, Inc., the Simonize Com- 
pany opposed the registration of 
“Permanize” on automobile polishes 
and cleaner. Confusion was asserted 
with its own mark “Simonize.” 


Protecting Public 


The court so ruled, pointing out 
that the sole difference in the marks 
rested in their first syllable. “The 
public,” it was declared, “ought not 


AW 


THE sun shines just 
as brightly when it is 
eclipsed by the moon as 
at any other time, but it 
doesn’t do the earth any 
good. 


It’s the same with 
advertising. The most 
beautiful illustration 
and the finest copy 
doesn’t mean a thing 
unless your prospects 
see and read it. That’s 
why “visibility” is so 
important a factor. 


We have just com- 
pleted a study of the 
visibility factor in the 
leading hospital publi- 
cations which should 
interest you. Write to 
Hospital Management, 
537 S. Dearborn St., 
Chicago—we’ll be glad 
to tell you all about it. 


P. A. C. A. PRESIDENT TAKES TO AIR 


Herman A. Nater, president of the Pacific Advertising 
Clubs Association, is visiting member clubs by airplane in 
the interest of the annual meeting in June. 

Left to right, Donald E. Forker, advertising manager, 
Union Oil Co., sponsoring the trip; Florence Barnes, pilot, 
and Mr. Nater. 


to be required to dissect and analyze 
trade marks in order that confusion 
and deception be avoided.” 

The Coca Cola Bottling Company 
of Los Angeles also failed to secure 
registration of “Lemon Frost” for 
soda water beverages. The registra- 
tion was opposed by the owners of 
“Jack Frost” for “concentrated ex- 
tracts and syrups for making non- 
alcoholic, maltless beverages.” 

It was declared in the opinion that 
the word “lemon” in the proposed 
mark was either invalid as descrip- 
tive of the flavor or, if not so de- 
scriptive, as misdescriptive if lemon 
was not the flavor. The registration 
of “Frost”’ was precluded by a prior 
registration. 

Fashion Park, Inc., in its case 
against The Fair, won a decision 
precluding the latter from register- 


ing “Fashion Row” for men’s, 
women’s, and children’s clothing 
against its own mark “Fashion 


Park.” It was said by the court that 
“the words ‘Fashion Park’ suggest 
to the mind a park frequented by 
people fashionably dressed. The 
words ‘Fashion Row’ suggest to the 
mind a street or row frequented by 
people fashionably clothed.” 

With this similarity it was pointed 
out that the makers of either product 
might be confused by purchasers. In 
reaching its determination the court 
distinguished a prior case where 
“Fashion Park” and “Fashion Lane” 
were held not confusing. It said that 
in that case the names were not 
applied to the identical article. 


Adopted Similar Name 


In awarding priority to Sears, 

Roebuck & Co. over Montgomery 
Ward & Co. for the use of “Sta- 
Klean” for ammunition and firearms, 
the court sustained the findings of 
the Patent Office. 
“It is quite evident,” the court 
said, “that both parties began to 
plan dealing in the type of ammuni- 
tion containing a new kind of non- 
corrosive powder shortly after that 
type became known and, by a coin- 
cidence, both chose practically the 
same word for a trade mark.” 


The Montgomery Ward mark was 
“Staclean.” In the absence of allega- 
tion of fraud or deceit, the court 
upheld the Patent Office finding in 
favor of Sears, Roebuck & Co. 

In the case of Minnesota Valley 
Canning Company, the court refused 
registration of “Off the Cob” for 
eanned corn. It ruled such a mark 
would be invalid as either descrip- 
tive or misdescriptive. 


However, in the case of Armstrong 
Cork & Insulating Co. versus Ban- 
ner Rock Product Company, it per- 
mitted the registration of “Rock 
Cork” for boards made by binding 
rock wool with a waterproof binder. 

The mark was opposed by the 
Armstrong Company, manufacturers 
of cork products, on the ground that 
it was misleading, the composition 
containing no cork. Both cork and 
the so-called “Rock Cork” are used 


for insulation purposes in refrigera- 


Ps 
tors. The court declared that promi- 
nence has always been given the 
mineral nature of the product and 
that it was unlikely any damaging 
results would follow from the use of 
the mark on the commodity. 


Twins Split; 
C. S. Johnson 


Goes to Silex 


Hartford, Conn., June 4—Curtiss 
S. Johnson, one of the few advertis- 
ing men who can boast ownership of 
a twin brother, also an advertising 
person, has left the local branch of 
the Ralph H. Jones Company, of 
Cincinnati, in favor of the vice- 
presidency of the Silex Company, 
Hartford, manufacturer of a ma- 
chine for making coffee by the 
French drip method. 

Foster S. Johnson, the twin, con- 
tinues with the Jones agency, divid- 
ing his time between the Hartford 
and New York offices. 

During the past two years, Cur- 
tiss Johnson has worked on the ac- 
count of the International Silver 
Company, among others. 

He believes the United States has 
yet to learn what good coffee is. 
His new work will consist largely 
of banishing that alleged mystery. 


Nelson New Head 
of Salt Lake Club 


Marion C. Nelson, president of the 
L. S. Gillham Company, advertising 
agency, was elected president of the 
Salt Lake Advertising Club, suc- 
ceeding William G. King, of the 
Bird & Jex Company, outdoor ad- 
vertising. 

L. D. Simmons, advertising man- 
ager of the Utah Gas & Coke Co., 
retired as secretary and was elected 
vice-president. Other officers: David 
F. Coursey, Billings Service, secre- 
tary; John Wallace, Walker 
Bank & Trust Co., treasurer. 

The club will co-operate in Cov- 
ered Wagon Days, July 24-26. 


Advertising Director 


for Screenland Unit 
George W. Quigley has been ap- 
pointed advertising director of 
the Screenland Unit, publishers of 
Screenland Magazine and Silver 
Screen, New York. 
Mr. Quigley has spent 13 years 
with motion picture publications. 


Buffalo League Elects 


Cora Geiger was elected president 
of the Buffalo League of Advertising 
Women, with Elizabeth Gibbons as 
vice-president; Frances Rew, re- 
elected treasurer; Vernona Macken- 
sen, re-elected recording secretary, 


and Lucy Almand, corresponding 
secretary. 
Maule Has Agency 


Wm. Henry Maule Co., seedsmen, 
Philadelphia, has appointed Flagler 
Advertising, Inc., Buffalo, as_ its 
agency. 


MUST ANALYZE 
YOUR MARKET I 
FOREIGN SALES 


Coldren and Lundquist Address 
Conference 


St. Louis, Mo., June 4—Market 
analysis is far more important 
abroad than in the United States, 
C. C. Coldren, vice-president in 
charge of exports for the Quaker 
Oats Company, Chicago, told the 
biennial Mississippi Valley Foreign 
Trade Conference held under the 
auspices of the St. Louis Chamber 
of Commerce. Another important 
speaker at the meeting was R. A. 
Lundquist, export manager of the 
Kelvinator Corp., Detroit. 

“In America,” commented Mr. 
Coldren, “we may point to the 
driver of a coal truck and correctly 
say, ‘There goes an average con- 
sumer.’ But in China, India and 
other countries, the lower strata of 
population must be eliminated from 
consideration. 

“I have myself been guilty of the 
absurdity of attempting to sell a 
food product to consumers of such 
low buying power that it was far 
beyond their means. Again, I have 
seen an article of merit advertised 
as so ‘cheap’ that the upper classes 
would have none of it.” 

Mr. Coldren said Quaker Oats has 
made an earnest effort to adapt its 
advertising appeal to each country. 
In America, the message, in many 
dresses, always comes back to the 
proposition that Quaker Oats is the 
best made. In foreign countries, it 
is often necessary to sell the idea 
of eating oatmeal. 


To overcome the idea that Quaker 
Oats is a strange foreign food, the 
company rings in all the local color 
the copy will stand. 

He asserted it is usually unneces- 
sary for advertisers to create wants 
because they abound ready made. 
For instance, Japan aspires to rear 
a race of as great stature as 
Americans. Quaker Oats is capital- 
izing this ambition in its advertising. 


New Type of Specialist 


Mr. Coldren said the new figure 
in the export field is the packing 
specialist who will tell the Ameri- 
can manufacturer whether or not 
he is shipping right, and if not, what 
he needs. He believes great, per- 
haps too great improvement, has 
been made in packing methods, in 
some cases needless precautions be- 
ing taken. 


The Kelvinator expert told some 
interesting experiences of selling 
refrigerators abroad. His company 
had heard a lot about the foreign 
passion for color and considered 
gratifying it. Investigation dis- 
closed, however, that American mag- 
azines have a strange habit of per- 
colating into all sorts of outlandish 
places and teaching its inhabitants 
to expect an electric refrigerator to 
be white. 


Kelvinator has found the average 
foreign merchant insulated against 
merchandising ideas. It meets the 
situation by giving distributors the 
smallest territory they will accept 
and by instituting a reign of in- 
struction. Schools were established 
to provide technical training. Later 
the sales side of the business will 
be emphasized. 


Mr. Lundquist said the Chinese 
stand head and shoulders above any 
other nation when it comes to mer- 
chandising. Latin America is com- 
ing fast. 


To Entertain Officers 


Prior to departing on a Pacific 
coast lecture tour Mary Catherine 
McDonough will hold a reception for 
new officers and directors of the New 
York League of Advertising Women 
at the Sutton Hotel June 10. Hubert 
Greaves, professor of public speaking 
at Yale, will head the program. 


DISCUSSES EXPORTING 


R. A. LUNDQUIST 


Minnesota Gag 
Law Invalid, 


Court Decides 


Washington, D. C., June 4—The 
freedom of the press was again up- 
held as an essential bulwark of lib- 
erty when the Supreme Court of the 
United States declared unconstitu- 
tional that provision of the Minne- 
sota “gag law” making the publica- 
tion of any “malicious, scandalous 
and defamatory newspaper, maga- 
zine or other periodical’? a_ public 
nuisance and providing for an in- 
junction to restrain continued pub- 
lication. 

The case was prosecuted by the 
Chicago Tribune, with the support 
of the American Newspaper Pub- 
lishers Association. 

The Supreme Court split 5 to 4 
on the decision, which involved the 
Saturday Press, formerly published 
in Minneapolis. The publication, 
which was abated as a nuisance 
after nine issues had appeared, 
charged city and county officials 
with gross neglect of duty and illicit 
relations with organized crime. 

The majority opinion held liberty 
of the press, as guaranteed by the 
Federal Constitution, provides im- 
munity from censorship, and state 
laws to the contrary are invalid. 


New Haven Club 
Elects New Staff 


J. H. J. Adams, of the Wilson 
H. Lee Company, advertising agency, 
was elected president of the New 
Haven (Conn.) Advertising Club 
May 25. Leslie Tyler, head of the 
public relations department of the 
New Haven Railroad, was made 
vice-president, with Samuel Chidsey 
as secretary and F. Irving Johnson, 
treasurer. 

The new board of directors is 
made up of Claude Schaffner, retir- 
ing president; Harry Kennedy, M 


H. Wren, K. A. Redfield, Andrew 
Casolino, Eric Ball and F. L. 
Hamblin. 


Sell Poultry Paper 

The plant and equipment of O. K. 
Poultry Culture, Tulsa, Okla., has 
been sold to Magazines Ince., Chi- 
cago, holding company for Inter- 
national Trade Press. No change in 
policies will be made. 

Under the new arrangement, 
Poultry Publications, Inc., will pub- 
lish the magazine, while the plant 
will be operated by the Southwest 
Printing Company. Charles Swear- 
ingen will manage the publication 
and Leonard R. Olsen the printing 
business. 


Made Western Manager 

H. Kenyon Pope, formerly with 
Vertles, Rawls & Jennings, has be- 
come Western manager at Chicago 
for the American Bankers Associa- 
tion Journal, New York. 


Club to Cruise 
The Buffalo Advertising Club is 
sponsoring a cruise to Lucerne-in- 
Quebec June 18-22. Edward J. Meyer 
is general chairman for the event. 


Auburn Dailies Merge 
The Auburn (N. Y.) Citizen and 
the Advertiser-Journal will be merged 
June 12 as the Citizen-Advertiser. 


Pe a, hak, eee eB ts ch ae te ee Ot BUY agrees ys SY SAPD ARC | es iS 0 os Sas ae dae ae 7 Sink Mc Se aaa ani > Sree ee ye” ge a ars ee 
” 8 se Pe Jun 
me Tee aa ine 
es ee | a 
ft oe S i ae pes ee ae 
: 4 : ; sg A 
. oD 4 . b 3 , ¥ . 2 
' Se, = 
: |= ; ey : 
=, far . a “> | 
3 < “+ fe oa 7% , s 2 > 
Swe — : as %, s ° ie ERG. oe cee 4 py » = 
7“ o _ bom. “7 a“ 4 Na os * OS 
“ - } oon i ae ie | & iy \ * om » ect 
oa ailile " , ae... 4 we rie = } : iy 3 + eS , 
a ee ae soca its 
~~ _ fae fei ee ee 
— | Si ae ’ Sc tas Ap 
aS in, fea: = }. ; Vigteee, °° eee 
“ae: SOS i _ * ‘e. — | | es 2 
Was SS SS 
: 
: | a 
; adept 
ini, ciauapminegs 
it 
oe a a i i 
ES oe! 
te | | 
—_—_—_—_—_—_—__—_—————??2vknhn?nRhRhnke—eeeee 
; \ 
Rec: eae eas. ae Bey see . ihe 
er Pas ee fe ae oe ear me 
a de ae oe ia eee 7 


June 6, 1931 ADVERTISING AGE 


Biinging up bo dabean adrnkiseured 
fot publistrd a yor ago / 


_ 


? 
, 
<« 
y 
om 
Lae: 


i 
oe 


© cities’ 


in the United States 


Woes, York, Chicago, | have a daily newspaper with a larger circulation 
Philadel phi a Kansas than the Des Moines Register and Tribune... 
+] . 


City, Boston, Detroit, ee ee ee eee ey 


St. Louis, Baltimore The Des Moines Register and Tribune 
S 2X ia 


“The Newspaper Iowa Depends Upon” 


Y.. can buy color any way you like it in The Des Moines Register and 
Tribune... color rotogravure, four colors in The Sunday magazine 
or comic section, or one color and black in the news sections! 
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42 AGENCIES 
FINISH SURVEY 
OF MAGAZINES 


The results of a survey to de- 
termine women’s interest in maga- | 
zines, which was sponsored by Good | 
Housekeeping and conducted by lead- | 
ing agencies, will be ready for dis- | 
tribution early in July, according to 
C. R. Sammis, manager of the Chi- | 
cago office. 


The tabulation shows that 1,467 | 
different magazines were named in| 
the individual reports. 


This is said to be the first publi- 
cation survey of major proportions | 
undertaken independently by adver- 
tising agencies. The method fol- 
lowed was for the research depart-| 
ment of Good Housekeeping to 
function simply as a correlating 
agency. | 

Under instructions to do a job’ 
for which they would personally 
take the responsibility, 51 offices of | 
42 agencies employed investigators | 
to interview 56,911 women evenly | 
divided as to income class. The work | 
embraced 121 cities and towns in| 
42 states. On completion the reports 
were forwarded to the magazine 
with a bill for expenses. 


Two of Questions 


Definite answers were obtained 
from the following questions: 

“What magazines do you read. 
regularly? — not your husband but | 
you, yourself.” 

“If for some reason or another 
you could have but one magazine for 
your own reading, what would that 
one magazine be?” 

Mr. Sammis said the work was 
performed to obtain some unvar- 
nished facts about the entire maga- 
zine field, and not to make a case 
for Good Housekeeping. 

“One of the conditions 


under 


GLORIFYING TYPEWRITER RIBBON BOX 


ADVERTISING AGE 


ge Pe ee ee 
Pints meee as t 


Remington-Rand, Inc., Buffalo, is winning preferment with 
the country’s stenographers by packing its typewriter ribbons 


in powder boxes. 


which we authorized the agencies to 
do the work was that the investiga- 
tors were not to know the name of 
the publication sponsoring the re- 
search,” he said. 


“While tabulation is incomplete, 
the report will show that the esti- 
mate as to women’s interest in mag- 
azines and the variety of magazines 
they read is too low.” 


Plans for the survey were drafted 
by Mr. Sammis and Happer Payne 
of the Chicago office. 


100,000 Circulation 


| reach you 


when they 


| am taken 
and re-read 
the week. 


magazine of 


ISSUED EV 


The 
PLAYGOER 


Monroe 4573 


fortable and relaxed. 


r customers 


are com- 


home, read 
throughout 
| am the 


the theatre. 


ERY WEEK 


732-38 W. Van Buren St. 
Chicago 


This advertisement inserted 


in behalf of 


a client by 


THE 


BLAKELY-OSWALD 
PRINTING COMPANY 


732 W. VAN BUREN ST., CHICAGO 


PRODUCERS DROP 
SPONSORED FILMS 


New York, June 4—Paramount- 
Publix and Warner Bros. have aban- 
|doned the idea of distributing 
|sponsored films, according to an 
|}announcement by P. S. Harrison, 
| editor of Harrison’s Reports, motion 
| picture reviewing service, who has 
|led the fight against this form of 
| advertising. 
| While the two companies, it is 
| understood, will continue to produce 
| films for advertisers, they will not 
| lend their facilities to distribution. 

“This is a great victory,” com- 
mented Mr. Harrison, “because it 
will discourage other companies, 
among which was RKO, from carry- 
_ing out their plans to go into the 
'sereen advertising business them- 
selves. 

“Several prominent newspaper 
publishers have asked me not to re- 
lax my vigilance, lest the motion 
picture producers set up some 
dummy corporation for us to shoot 
at, while they carry on their original 
purpose of going into the advertis- 
ing business indirectly. 

“In response to such a suggestion, 
I am formulating a plan by which 
a repetition of this disgraceful con- 
duct on the part of the moving pic- 
ture producers may be averted, and 
the smaller producers who are now 
carrying on this unethical trade, 
may be induced to give it up.” 

This plan, Mr. Harrison explained, 
will be announced in the immediate 
future, following consultation with 
Frank E. Tripp, general manager 
of the Gannett Publications, who 
Mr. Harrison holds was chiefly re- 
| sponsible for the success of the fight 
| against sponsored films. 


Hunt Adds Two 


The Atlee F. Hunt Co., Oakland, 
Cal., agency has added Ray R. Ran- 
dall, formerly advertising manager 
of the Sun Maid Raisin Growers 
Association, and Theodore Watson 
from the San Francisco office of 
Foster & Kleiser. 


Oil Merger Approved 


The Department of Justice will 
not appeal the decision of the United 
States District Court of Missouri 
permitting the merger of the Vac- 
uum Oil Company and the Standard 
Oil Company of New York. 
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FRED M, FEIKER 
LEAVES A.B, P. 


New York, June 4—After five 
years as managing director of the 
Associated Business Papers, Inc., 
Frederick M. Feiker has resigned to 
become director of the Bureau of 
Foreign and Domestic Commerce at 
Washington, succeeding William L. 
Cooper, who goes to London as com- 
mercial attache. 

Harold J. Payne, who has been 
assistant managing director of the 
A. B. P., will be in charge of the 
organization’s affairs, with the title 
of secretary. 

Mr. Feiker worked closely with 
President Hoover when the latter 
was Secretary of Commerce, obtain- 
ing leave of absence from the Mc- 
Graw-Hill Publishing Company to 
assist the Department of Commerce 
in developing contacts with business. 

As managing director of the A. 
B. P., Mr. Feiker continued his close 
relations with President Hoover, 
who has always had an especially 
friendly regard for the business 
papers of the country, and holds fre- 
quent conferences with their editors. 

As managing director of the As- 
sociated Business Papers, Mr. Feiker 
succeeded Jesse H. Neal, now execu- 
tive secretary of the American Pa- 
per and Pulp Association, one of the 
strongest trade organizations in the 
country. 


Osborne’s Book 
Tells Why Many 
Salesmen Fail 


New York, June 4.—Quoting the 
definition of Paul G. Hoffman, vice- 
president of the Studebaker Cor- 
poration, that “selling is the process 
by which the salesman transfers to 
another his own convictions regard- 
ing the product he sells,’ “Self- 
Management in Selling,” a new book 
published by Harper & Brothers, 
says one reason why more salesmen 
are not successful is because they 
have no convictions to transfer. 

David R. Osborne, training direc- 
tor of the Studebaker Corporation, 
author of the volume, thinks belief 
in one’s own product is the one 
thing no salesman can be successful 
without, and he cites instances where 
beginners have made conspicuous 
successes simply because they felt 
they had the biggest dollar’s worth 
on the market to offer buyers. 

Mr. Osborne also points out that 
slip-shod methods have entered sell- 
ing as well as other business prac- 
tices. For instance, in the automo- 
tive field, he asserts, many “demon- 
strations” are such in name only. 
Many of these demonstrations 
merely turn out to be a trip to points 
of interest around town. 

As one prospect said, “I had been 
kept so much interested in other sub- 
jects that the things which were 
supposed to be demonstrated to me 
simply failed to register.” 

Mr. Osborne urges salesmen to 
leave a clear impression, using 
words which leave pictures in the 
prospect’s mind. These words may 
vary with the type of prospect, but 
the results should always be the 
same. 


Rochester Honors Otte 


Frank R. Otte is the new president 
of the Rochester Ad Club. Other 
officers: 

David W. Duffield, first vice-presi- 
dent; Roy A. Duffus, second vice- 
president; Frank H. Fisher, treas- 
urer. The new directors are Frank 
P. Amsden, A. W. Sergeant and Fred 
M. Dorris. Glenn C. Morrow, for 
eight years executive secretary, was 
re-elected. 


Schultz Is Dead 


Ralph Taylor Schultz, pioneer ad- 
vertising artist, died June 1 in 
Leonia, N. J. His first advertising 
connection was with the Frank Pres- 
brey Company. At the time of his 
death he was art director of Fuller 
& Smith and Ross and an officer of 


the Art Directors Club of New York. 


HOOVER APPOINTEE 


F. M. Feiker 


Paterson Paper 
Marks Off 40 Years 


The Paterson (N. J.) Evening 
News celebrated its 40th anniver- 
sary May 28. 

President Hoover congratulated 
the publishers on “four decades of 
public service,” and _ felicitations 
were received from many other 
notables. 


With “Industrial Digest” 


Earl Hamilton Smith has become 
advertising manager of Industrial 
Digest, New York. He will also 
direct the company’s economic serv- 
ice. 


Murkin Passes 
John A. Murkin, 58, publicity 
manager of the Chattanooga Cham- 
ber of Commerce, died June 1 of 
pneumonia which developed after an 
accident. 


In an age 
when speed 
is paramount — 
the Outlook 
delivers 
edited news 
faster than 
any magazine — 
published 
in America. 
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it 


OUTLQDK 


> «and Independent 


“HANJON- 


Electrical Transcription Service 


UNDER SOUTHERN SKIES 


The Sunny South—with meiody— 
tradition—Plantation days—Negro 
Spirituals—banjos strumming and 
shuffling feet—all entertainingly 
presented—giving you the true Sou- 
thern atmosphere from your studio. 
Plaintive, lovable, enjoyable. 


A series of thirteen Electrical 
paaoeions especially made for 
Radio Broadcast now ready for dis- 
tribution to advertisers and agencies 
for spot broadcast. 


Full commission to advertising 
agencies. 


* 
THE HANJON COMPANY 


Incorporated 
755 Seventh Ave. 
New York City, N. Y. 
Phone Circle 7-3833 
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ADVERTISING AGE 


Canada Announces 
Prohibitive Duty on 
American Magazines 


(Continued from Page 1) 


by printing in Canada. The Na- 
tional Publishers Association, how- 
ever, regards this as impracticable. 

A dispatch from Ottawa mentions 
Scribner’s, American Mercury, At- 
lantic Monthly and Harper’s as 
among the magazines which may be 
exempted from payment of the duty. 
Increases expected in the Canadian 
prices of American magazines are 
as follows: 

Saturday Evening Post, now 10 
cents, to 25 or as high as 50 cents; 
Liberty and Collier’s, each now 5 
cents, to 10 cents; Ladies’ Home 
Journal, now 10 cents, to 40 cents; 
McCall’s, 10 cents, to 32 cents; Pic- 
torial Review, 10 cents, to 32 cents; 
Blue Book, 30 to 40 cents; Delin- 
eator, 10 to 25 cents; Good House- 
keeping, 25 to 50 cents; College Hu- 
mor, 35 to 50 cents; Physical Cul- 
ture, 25 to 40 cents; Cosmopolitan, 
25 to 50 cents; Red Book, 25 to 40 
cents; True Story, 25 to 40 cents; 
Woman’s Home Companion, 10 to 
25 cents; Judge, 15 to 20 cents. 

Canadian news dealers are up in 
arms against the duty, and will op- 
pose it en masse. From 800 to 1,000 
dealers, with their staffs, will be de- 
prived in large part of their liveli- 
hood, they argue. 

An analysis by the National Pub- 
lishers Association indicated that 
the Canadian circulation of eight 
large American magazines exceeds 
in weight 1,000,000 pounds per year. 

Ten well known American maga- 
zines have a Canadian circulation 
of approximately 800,000. The 
American Magazine has about 44,- 
000; Delineator, 99,000; McCall’s, 
140,000; Cosmopolitan, 53,000; Good 
Housekeeping, 55,000; Ladies’ Home 
Journal, 100,000; Literary Digest, 
47,000; Saturday Evening Post, 
105,000; Collier’s, 75,000; and 
Woman’s Home Companion, 75,000. 

The total Canadian circulation of 
American magazines must be, there- 
fore, far over 1,000,000. 

A perplexing question to the 
magazines will be, if the Canadian 
duty goes into effect, how to handle 
present subscriptions. Collier’s an- 
ticipated the present situation by 
accepting Canadian _ subscriptions 
only with a clause which permits it 
to refund the unearned part of the 
subscription. 

The majority, however, have no 
such protection, and apparently will 
have to complete the subscriptions 
now on their books. 

While Canada has also announced 
an increase of from 2 to 3 cents for 
first-class postage, this will not 
affect American magazines, which 
are shipped from this country to 
Canada by freight and then remailed 
to subscribers at a 2-cent rate. This 
rate remains unchanged. Canadian 
publications will pay 1% instead of 
1 cent, as heretofore. 

Canadian newspaper publishers, it 
is reported, believe American Sunday 
newspapers, carrying magazine sec- 
tions and other features, come in the 
magazine classification and should 
pay the duty. They will make rep- 
resentations to that effect. 


Los Angeles Elects 


Elsasser and Burrough 

New officers of the Advertising 
Club of Los Angeles are: president, 
C. J. Elsasser, Golden State Hos- 
pital; first vice-president, Guy T. 
Burrough, Burrough’s, Inc.; second 
vice-president, Hollis M. Wade, 
Tidings; secretary-treasurer, E. C. 
Anderson, Citizens National Trust 
& Savings Bank. 

New directors: Louis C. Breer, 
Lohman Bros.; J. G. Jeffery, Down- 
town Shopping News, and John H. 
Southard, Vitachrome, Inc. 


Willis Leaves Detroit 
Sidney Willis has left C. C. Win- 
ningham, Inc., Detroit agency, for 
an executive post in the New York 
office of Erwin, Wasey & Company. 


New York Women 
Elect Chairmen 


The following committee chair- 
men were elected June 2 by the 
League of Advertising Women of 
New York: 

Attendance, 


Agnes M. Gleason, 
American Gas 


Journal; dinner, 


Ruby E. Wylde, fashionist; editor 
of Advertising Women, Janet Ma- 
crorie, Public Service Electric and 
Gas Co.; employment, Ida F. Ziegler, 
Knickerbocker Letter Shop; 

Historian, Magdalen A. Hueber, 
Industrial Press; luncheon, Sue 
Flanagan; luncheon forum, Kath- 
leen Goldsmith, public relations 
counsel; business meeting program, 
Helen Ames, Cleanliness Institute; 
membership, Anne Hilpert, Smith, 
Sturgis & Moore; mutual fund, 
Ann Lane; 

On-to-convention, Grace Horna- 
day, L. Bamberger & Co., Newark; 
printing, Katherine Adcock, March- 
banks Press; program, Hazel Jenny, 
Batten, Barton, Durstine & Osborn; 
public relations, Marion E. Solodar, 
Edward L. Bernays; reception, Lois 
Deimel, Deimel Underwear Com- 
pany; special funds, Ida Clarke; 
or: gut Mrs. Katherine Mul- 
ally. 


With Modern Magazines 


H. B. Clemenko, formerly of Lib- 
erty, is now in charge of promotion 
for Modern Magazines. These pa- 
pers, Modern Screen and Modern 
Romances, are sold in the S. S. 
Kresge and S. H. Kress chain stores. 


To Direct Philco 


William G. Zindel has joined 
Erwin, Wasey & Company, with 
headquarters in Philadelphia, where 
he will have charge of Philco adver- 
tising in the Middle Atlantic 
division. 


Bamford’s New Role 


W. H. Bamford, formerly an ad- 
vertising executive of Cheney 
Brothers, New York silk firm, has 
joined the Carter Advertising 
Agency of that city. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SITUATION WANTED 


Stenographer-Secretary 
Three years’ experience in publi- 
cation work, with intimate knowl- 
edge of detail of both classified and 
display advertising. Chicago only. 
Box 100, ADVERTISING AGE. 


What's Happening in 
the Building Field? 


Member: A. B. C. and A. B. P. 


Changes of an almost revolutionary nature are 
taking place in the methods of marketing build- 
ing materials, equipment and specialties. Financ- 
ing interests, manufacturers, merchandisers, and 
other professional building field workers have 
re-cast or are changing their operating policies to 


meet the new conditions. 


Exact knowledge of present-day building market 
conditions is essential to secure maximum sales for 


building products. 
expensive, provide a very 


Field investigations, though 


clear picture of today’s 


best channels of distribution and the relative im- 
portance of the four major factors of influence 
which affect brand selection. 


To secure an unbiased and authentic survey of 
certain aspects of the building field, American 
BUILDER AND BurtLpinG AGE engaged an independ- 
ent organization to use its trained research staff 
to uncover the facts. The data so secured has been 
recorded in a market portfolio of more than a 
hundred pages; this portfolio has been placed in 
the hands of AMERICAN BUILDER AND BUILDING 
AGE representatives so that they may offer an 
even more complete building market consultation 


service. 


Your request for a representative to call with this 
portfolio of 1931 building market facts will receive 


prompt attention. 


AMERICAN BUILDER AND BUILDING AGE 


A Simmons-Boardman Publication 


105 W. Adams St., Chicago 


San Francisco 


30 Church St., New York 
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Study Farms’ 
Consumption 


of Spark Plugs 


Topeka, Kan., June 4—An average 
of 67 per cent of the spark plugs 
used by farmers are replaced every 
year, according to a study made by 
Capper’s Farmer in 13 Midwestern 
states. The average number of 
spark plugs in use per farm is nine, 
the replacement figure showing the 
importance of the farm market. 


The survey showed that 85 per 
cent of the farmers own one or more 


motor cars, 30 per cent one or more 
trucks, 44 per cent one or more 
tractors and 46 per cent stationary 
engines, besides large numbers of 
combine harvester engines, field en- 
silage cutters, etc. 


About 21 per cent of the farmers 
are already practicing the replace- 
ment of spark plugs after a certain 
number of miles in their motor cars, 
or a certain number of hours work 
in their tractors. The remainder re- 
place “as needed,” but 49 per cent 
keep a supply of plugs on hand for 
emergencies. 


Farm motor cars classify 69 per 
cent four-cylinder cars; 30 per cent 
six-cylinder, and 1 per cent eight- 
cylinder. The tractors are divided 
86 per cent four-cylinder motors 
and 14 per cent six-cylinder motors. 


MAINTAIN UNIT 
PRICE, INSISTS 
W. A, SHEAFFER 


Wages Vigorous Campaign 
Among Dealers 


Fort Madison, 1la., vune 4.—Tak- 
ing the view that the use of better 


materials and numerous improve- 


ments in manufacturing processes 
have provided the consumer with a 
better bargain every year, W. A. 
Sheaffer, president of the W. A. 
Sheaffer Pen Company, is concen- 
trating efforts on bolstering dealer 
morale with the idea of maintaining 
present unit prices. 


Mr. Sheaffer outlined his policy in 
a vigorous advertisement to dealers, 
in which he said in part: 


“The erroneous impression is now 
being advanced by some manufac- 
turers that lower priced pens will 
be sold in greater volume than in the 
past. This is the most unbusiness- 
like propaganda ever spread among 
fountain pen dealers and their sales- 
men. It takes twice as many $5 sales 
to equal the volume and profit of one 
$10 sale. What progressive concern 


Even If It Were SILVER PLATED It 


Wouldn’t Be Any Better . . « This typographic 


plant of ours is acknowledged by all who have seen it—even by 


many of our competitors—to be the finest of its kind in the City of 


New York—and that probably means, in the United States. Silver 


plating might improve its looks, but not its efficiency or 100% practi- 


cality from the standpoint of producing fine typography at commercial 


costs. Straight line production, economy of motion, saving of time, 


accurate checking of time, all have been marvellously thought out 


and planned so that every minute can be made to count—produc- 


tively for you—and for us. You will find, when you have your type 


set here, that while you pay us the standard rate per hour, the time- 


and-labor-saving set-up of our plant allows us to set more type in the 


hour you pay for, and to include more of the refinements of artistic 


typography, which prove their practical value in better attention value 


—greater readability. This all sounds quite boastful—but we can prove 


it, if you'll give us a chance. LEE & PHILLIPS, Inc., Typographers 


Who Prove It With Proofs, 228 East 45th Street, New York City, N. Y. 


No.1 of a series, show- 


ing diversified design. 


Layout and typography, 
in the Modern Manner, 
by Lee & Phillips, Inc. 


IN CLARION CALL 


W. A. Sheaffer 


would choose the $5 sale over the 
higher one? 

“However, we find that in a few 
cases the dealer’s salesmen have lis- 
tened to the damaging arguments of 
certain manufacturers’ salesmen and 
have come to believe they should 
push the cheaper pens. As a result, 
their business has diminished in vol- 
ume and profit, while right next 
door, where good business principles 
prevail, the average sale is as high 
today as in the past. 

“This is published to urge the 
dealer to ignore propaganda against 
his direct interest—propaganda pro- 
moting one of the greatest mistakes 
ever put forth in any industry. 

Increased Unit Price 

“The W. A. Sheaffer Pen Com- 
pany has spent years helping the 
retailer build up the average foun- 
tain pen sale from $2.75 to $10 and 
spent millions of dollars in educa- 
tional effort. It is easier today to 
sell a $10 pen than it has ever been. 
And it will continue to be easy if 
the dealer and his sales force will 
keep the right frame of mind and 
feature quality merchandise at the 
higher price.” 

In an interview, Mr. Sheaffer 
pointed out there has been no in- 
crease in the price of fountain pens 
from 1913 to 1931, although iridium 
costs more than five times as much 
as in 1913, and other materials ten 
times as much. 

“In sending inspectors all over the 
United States,” he continued, “we 
find many salesmen are telling the 
retail sales force that only a $5 pen 
is selling. By this propaganda, they 
have gotten many retail salesmen to 
display and make an effort to sell a 
$5 or $3.50 pen. 

“We found on actual investigation 
that not one person in five names 
the price of a pen when buying. It 
is almost wholly up to the sales 
person behind the counter to sell the 
customer the type of pen he ought to 
have.” 

Mr. Sheaffer also justified his 
policy by saying a fountain pen is 
bought like a watch or other piece 
of jewelry—at long intervals—and 
should be exempt from the rules 
applying to such commodities as 
groceries. 

Carl K. Hart, advertising man- 
ager of the company, said over 100 
Sunday newspapers are now being 
used in the Sheaffer advertising, 
though only a score were able to 
meet the color requirements a year 
ago. Four color rotogravure is used 
wherever possible. As a result of 
this plan, three pages of a four- 
page section are devoted to editorial 
and the fourth page carries the 
Sheaffer message. The method was 
originated by the McJunkin Adver- 
tising Company, Chicago. 


Place Filing Account 
The Edward J. Joyce Filing Com- 
pany, Chicago, has appointed Gale & 
Pietsch, of that city, to handle its 
advertising. Magazines and direct 
mail will be used. 


New Role for Chief 


Jack Smock, former chief of police 
at Terre Haute, Ind., has resigned 
from the department to represent 
the monthly magazine published by 
the Indiana Police Chiefs’ Associa- 
tion. 
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NO REDUCTION 
IN RATES, SAYS 
N.E. A. MEETING 


Country Weeklies Gite High 
Production Costs 


Atlanta, Ga., June 5—There will 
be no reduction in advertising rates 
of members of the National Edi- 
torial Association, according to a 
resolution adopted at the 46th an- 
nual meeting here this week. This 
statement asserted that production 
costs remain at the same high peak 
as in the past, and it is impossible 
for members to reduce their rates. 

The N. E. A. is made up chiefly 
of country weeklies. 

Though John Benson, president of 
the American Association of Adver- 
tising Agencies, included in his ad- 
dress before the Association a plea 
for amity between advertising me- 
diums, the association backed up the 
American Newspaper’ Publishers 
Association with resolutions asking 
that radio be placed under the same 
legal restraints imposed on news- 
papers. 

George B. Dolliver, president of 
the N. E. A., led the fight on radio, 
relating the efforts of the A. N. 
P. A. to curb what it regards as 
unfair competition. As far as the 
N. E. A. is concerned, the radio 
is a “genuine nuisance,” according 
to Mr. Dolliver. 

Major John S. Cohen, publisher of 
the Atlanta Journal and owner of 
WSB, defended the radio to no avail 
as far as the association was con- 
cerned. 


Against U. S. Competition 


The organization also adopted 
resolutions opposing competition of 
the Federal Government with the 
printing industry in printing return 
addresses on stamped envelopes. An- 
other resolution recommended ex- 
tension of the circulation audits in- 
stituted among the weeklies. 

Mr. Benson said the depression 
has been helpful to advertising be- 
cause it has demanded the best 
efforts that could be put forth to 
produce a good article and price it 
attractively, with improved copy. 

“We are in the dumps today,” he 
asserted, “because we did not play 
fair in the past. We exploited; tried 
to beat out competitors. 

“We shall have to do a better job 
in the future and deliver more. 
Sound value must be stripped of 


Boosted Profit 15c to $1.57 


How this firm did it this year, along with 
other meaty articles fact-digested to few 
words monthly in the Digest. Gives you 
gist of ideas, plans, experiences from 

magazines a month in two hours of read- 
ing. Letterhead for sample Digest sheets. 


FLINT McNAUGHTON 
6 N. MICHIGAN AVE. CHICAGO 


Illness of Owner 


Compels Sacrifice of 
4-A AGENCY 


Fully recognized, completely equipped, 
personal-service agency can be bought at 
a very low figure, due to illness, which 
compels owner’s immediate retirement 
from business. 


Location—large Eastern city—5 hours 
from New York. Splendid opportunity 
for a couple of experienced, energetic 
men to acquire a sound, substantial 
foundation on which to build quickly a 
prosperous personal-service business. 


Fullest investigation invited. Address 
your inquiries to: 


GEORGE W. HOPKINS 
72 Wall Street 
NEW YORK 


Women in 
Advertising 


Margaret T. Deasy 


Providence, R. I., June 4—One of 
the outstanding advertising women 
of the East is Margaret T. Deasy, 
who in spite of burdensome private 
duties, has found time to play a 


valiant role 
tising. 

She is secretary and a director of 
the Standish-Barnes Company and 
an executive of the Standish Ad- 
vertising Agency. She spent three 
years as president of the Women’s 
Advertising Club of Providence, 
launching an educational program 


in organized adver- 


the excesses, exploitations and frills 
which have obscured it. 

“To this end, advertising will have 
to be more informative in content 
and perhaps less obviously promo- 
tive. We have discovered we can- 
not induce unlimited consumption 
either by advertising or other 
means. 

“We have had too much of every- 
thing. Was there too much adver- 
tising? There may have been in 
individual cases; there certainly was 
too much of the blatant and exploit- 
ing kind. I believe there will be 
more advertising in the future, pro- 
vided it informs and helps the con- 
sumer buy what he needs. That will 
mean a radical change in copy ap- 
peal and in business standards of 
some advertisers.” 

Mr. Benson said the job of adver- 
tising is to give the consumer a 
true picture of the product and its 
value. As for the weekly publisher, 
Mr. Benson believes he should be 
more concerned about giving value 
for the advertising dollar. 

“From a_ wmilline standpoint, 
weekly rates are high: compared 
with other mediums. The A. N. A. 
survey revealed this as $14.70 com- 
pared with $2 and $3 among large 
and small dailies,” he pointed out. 

He said every medium has a place 
in the scheme, and they should re- 
frain from trying to undermine each 
other. 

The association selected Los An- 
geles for its next convention. L. M. 
Nichols, of the Bristow (Okla.) 
Record, was elected president, the 
new vice-president being Justus F. 
Craemer, Orange County News, 
Orange, Cal. 

The following were elected direc- 
tors—for three years, E. L. Wheeler, 
Waitesburg, Wash., and W. W. 
Loomis, LaGrange, Ill.; for two 
years, W. H. Conrad, Medford, Wis. 

Awards were made as follows: 
Linotype News prize for best ad- 
vertising promotion, to Birmingham 
(Mich.) Eccentric; National Printer 
prize for best newspaper production, 
Harvard (Ill.) Herald; Mead Paper 
Institute’s circulation award, to 
Bellville (Kans.) Telescope; for 
greatest community service, Fair- 
bury (Neb.) News; best weekly 
newspaper, Washington (N. J.) 
Star; best editorial page, Mineota 
(Minn.) Mascot; best front page, 
Greenwich (Conn.) Press; best head- 
lines, Wayne County News, Wayne, 
W. Va. 


which has already borne fruit. She 
is secretary-treasurer of the First 
District, Advertising Federation of 
America, and is Governor for the 
Women’s Clubs of the New England 
District of the A. F. A. 

“T enjoy working for a small ad- 
vertising agency,” said Miss Deasy, 
“because it gives one a grasp of the 
business which would be impossible 
to obtain in a departmentized or- 
ganization. Likewise, there is greater 
opportunity in a small agency, which 
I discovered when I entered this 
office as a stenographer 15 years 
ago.” 

Miss Deasy’s philosophy is to do 
every job the best she can as it 
arises, whether it be market anal- 
ysis, space buying, or meeting clients. 

“Perhaps,” she concluded, “I have 
had the unconscious idea of proving 
that women can do a day’s work 
with the best of them, neither ask- 
ing nor accepting consideration be- 
cause of sex. 

“I hope, besides contributing to 
this general idea, I have been able 
to lend encouragement to ambitious 
youngsters. Many seeking a foot- 
hold in the advertising field turn to 
me because of my club affiliations. 
It is a great pleasure to feel one 
may have helped start some young 
woman up the advertising ladder 
with a sound conception of the job 
to be done.” 


Agency for Largest 


Fountain Manufacturer 

The Russ Mfg. Co., Cleveland, 
one of the world’s largest manufac- 
turers of soda fountains, carbon- 
ators, luncheonette equipment and 
soda fountain supplies, has placed 
its advertising with the Dunham, 
Younggreen, Lesan Company, Chi- 


cago. 
, rr trade papers and di- 
rect mail will be used. 


“Forbes” Moves to 
Solve Workers’ Ills 


Forbes Magazine, New York, an- 
nounces it will give $2,500 in prizes 
for the most practical plan of em- 
ployer-employee relationship. 

It will publish the results of the 
contest as a contribution to the 
knowledge of ways to maintain 
steady employment. 


Place Insulator Copy 
The Jesse R. Harlan Company, 
Cincinnati, has been appointed by 
the Cook Porcelain Insulator Corp., 
Chicago, maker of all types of low 
voltage insulators. It will use di- 
rect mail and business papers. 


Pick Procter & Collier 


The Craddock- Terry Company, 
Lynchburg, Va., has placed its ad- 
vertising with the Procter & Collier 
Company, Cincinnati, which has an- 
nounced a national program for the 


natural bridge division. 


—e 
——— 


To Film Fashions 


The Fashion Creators Guild, New 
York, has contracted with the Para- 
mount Publix Theatres, Theatre 
Service Corporation and other ex- 
hibitors, for the showing of a 
monthly series of women’s fashions 
pictures. Department store members 
of the Guild will synchronize sales 
peeeastion as the films run in their 
cities. 


“Come to New England” 


The New England Council, Bos- 
ton, has published a directory of 
sources of vacation information in 
New England under the title, “Come 
Again to New England.” 


Get Toy Account 


King Innovations, Inc., New York, 
manufacturer of toys and dolls, has 
placed its account with Churchill- 
Hall, Inc., of that city. 


Declare Dividend 


The Perfect Circle Company, 
Hagerstown, Ind., has declared the 
second quarterly 1931 dividend of 50 
cents on common stock, payable to 
holders on record as of June 20. 


Name Landis Agency 
The Electric Rotary Machine Mfg. 
Co., Chicago, has appointed the 
G. Landis Company, of that city, to 
direct the advertising of Ermco rug 
washing equipment. 


.... the Dealer’s Salesmen can make or 


break even the best advertising campaign 


AA 


Office Equipment 
Salesman 


Getti 
Offices in the Home 
and other Features 


5 Your Prices 


Twist) Cints 


A Dartnell Publication 


(Published monthly—9z12 inches in size) 


Dartnell magazines for 


If they are enthusiastic about the ad- 
vertising and swing into line behind it, 
the wheels begin to turn quickly; the 
stock moves out of the dealer’s store; 
the dealer reorders; the manufacturer’s 
salesmen perk up and agitate for more 
advertising; the manufacturer has the 
profits and the desire to increase the 
advertising; the agency gets bouquets 
instead of brickbats. 


salesmen offer 


manufacturers an easy and inexpensive p 


way to tie the dealer and his salesmen 
up with the advertising. They offer 
complete advertising coverage of the 
“top” dealer organizations. They are 
read by the executives as well as their 


salesmen at home. 


accepted applicants for membership in 
the Audit Bureau of Circulations. 


PRINTED SALESMANSHIP; THE PrinTING SALESMAN; DARTNELL SALES SERVICE; DARTNELL RETAIL SERVICE 


4660 RavENSwoop AVENUE, CHICAGO 


Paid circulation— 


1930 


Other Dartnell Publications: 


(Published monthly—9z12 inches in size) 


DARTNELL PUBLICATIONS, INc. 


274 Mapison AvENUE, New York 


Home Utilities 


Salesman 


Paving the Way with 
Telephone Calls 


Fifteen Ways to Find 
Prospects 


ADartnell Publication, 
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New York Council 
Elects New Officers 


James M. Cecil, of Cecil, Warwick 
& Cecil, Inc., was elected chairman 
of the New York Council of the 
American Association of Advertis- 
ing Agencies at the annual meeting. 


Lloyd W. Baillie, J. Walter 
_Thompson Company, was made| 
vice-chairman, with Henry Eck- 


hardt, Kenyon & Eckhardt, Inc., as 
secretary-treasurer. 


New Publishing House 


Power Publications, Inc., has been 
formed in Chicago, with Harry E. 
Saxton, former advertising manager 
of Milk Plant Monthly, as president; 
Harry E. Woodruff, former editor of 
Manufacturing News, vice-president; 
and E. M. Bellinger, formerly with 
Milk Plant Monthly, secretary. 

The company has bought /ndus- 
trial Transmission and Conveying. 


Get Refrigerator 


The Minneapolis office of Batten, 
Barton, Durstine & Osborn is now 
handling the advertising of the Bohn 
Refrigerator Corp., St. Paul. 


Denver Club 
Returns Bernet 
to Presidency 


Denver, Colo., June 4—Milton E. 
Bernet, advertising manager of the 
Mountain States Telephone & Tele- 
graph Co., was re-elected president 
of the Denver Advertising Club at 
the annual meeting at the Brown 
Palace Hotel. 

Others re-elected were J. O. Good- 
win, Denver manager of the West- 
ern Newspaper Union, vice-presi- 
dent, and J. L. Jenkins, of the 
Bunge-Jenkins Company, secretary. 

Newly elected directors are Cecil 
R. Connor, Allen B. Spencer, W. M. 
Cocks, M. D. Townsend, R. H. 
Byrum and Ralph Faxon. 

A. B. Spencer was named dele- 
gate-at-large to the convention of 
the Advertising Federation of Amer- 
ica in New York June 14-18. 

The club’s annual cup for the 
most distinctive advertising went to 


3 Stores at U. of Penn. 
do $450.000 annually 


The largest haberdashery 
averages $135,000 a year. 
Fifteen thousand students 
at the University of Pennsyl- 
vania spend an average 
of $1,333 during the school” | 
year for immediately con- 
sumed products. They will 
prefer and buy the brands 
advertised in their student 
papers and pushed in their 
favorite campus stores. 


Ask us for facts 
on the U. of P. 
market as com- 
gcten by the 

unch Bowl. 


SAA 


Established 1913 | 


Collegiate Special Ady. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. | 


A 
SELLING POWER 
OF BILLIONS 


in the Textile, Apparel 
and Related Industries 


° 
Fairchild Publications 


Daily News Record — Women’s 
Wear Daily — Retailing — Style 
Sources — Men’s Wear—Fair- 
child’s International (Paris) — 
MAN-and his clothes (London) 
—Fairchild’s Directories—Fair- 
child’s Bulletins (London- 
Paris). 


'8 E. 13th St., New York, N. ee 


| will keep you 


$1 a Year- 
Use the 


Subscribe Now! 


| Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


significant developments in all 
branches of advertising. 


posted on the 


--52 Issues 
Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 


SD cafe de de’ 


Company ..... 
Seest No. .... 


DENVER CHIEF 


Milton E. Bernet 


Miss Delphine Schmidt, advertising 
manager of the Piggly-Wiggly 
Stores. 

The feature of the year’s work, 
which will be continued, has been 
the club’s close co-operation with 
advertising students at the Univer- 
sity of Denver, UniversitY of Colo- 
rado and other educational insti- 
tutions. 


“Times-Picayune” in 
New Promotion Plan 


The colorful attire of men wno trod 
the streets of New Orleans when 
Jean Lafitte held sway was donned in 
that city by 60 young men who ap-| 
peared on the downtown streets and | 
sold copies of the New Orleans Times- 
Picayune. 


of a new fiction feature started by 
the paper. 


Agency to Move 


Wood, Putnam & Wood Co., Bos- 
ton agency, will celebrate its 27th 
anniversary by moving from the 
Oliver Ditson building, which it has 
occupied for 12 years, to the new 
Edison building, 182 Tremont street. 


Two New Accounts 


The Keelor & Stites Co., Cincin- 
nati, has been appointed by the Ohio 
Pattern Works & Foundry Co., in- 
cluding the Eureka Valve Division, 
and the Ohio Art Bronze Industries, | 
both of Cincinnati. 


START EXHIBIT 
OF PHOTOGRAPHS 


Philadelphia, Pa., June 4—Thir- 


The masquerade was in promotion | 


| teen nationally-known photograph- 
|ers are represented in the Third 
| Annual Exhibition of Contemporary 
| Photography, now on display in the 
| Ayer Galleries. The 125 exhibits in- 
| clude portraits, landscapes, studies 
| in lighting and composition, and the 
industrial series recently completed 
by Margaret Bourke-White in Rus- 
sia and Germany. 


Others whose works are being 
shown are Anton Bruehl, Martin 
Bruehl, Walker Evans, Grancel Fitz, 
Charles Garner, Arthur Gerlach, 
| Fred Goodwin, Paul Outerbridge, 
Sara Parsons, Charles Sheeler, Brett 
Weston and Lois Willard. In com- 
menting upon the exhibition, which 
is sponsored by N. W. Ayer and 
Son, Inc., and which will continue 
until June 25, the catalogue says: 


“Few arts have ever had as vig- 
orous and rapid growth as has pho- 
tography. Only a hundred years ago, 
Louis Jacques Mande Daguerre was 
printing his first dim, fleeting 
images from plates of silver-coated 
copper. In the single century since, 
the camera has climbed to a place 
close beside the painter’s brush and 
sculptor’s chisel—both ages older. 

“Photography’s first practitioners 
were chemists, intent upon labora- 
tory reactions. Today’s are artists, 
seeking beauty. That is the measure 
| of photography’s progress and pres- 
| ent vitality. 
| “Fine photographs sometimes hap- 
pen. More often they are planned. 
Men and women with imagination 
compose form and light and shadow 
as carefully, as patiently, as any 
painter ever did. And the results 
are as truly art. 

“Because camera composition is 
such a personal thing, the photo- 
graphs in this exhibit bear the un- 
mistakable impress of their makers 
—in subject, technique and treat- 
ment. They represent more men and 
women than in previous years. They 
are more varied, more interesting. 
And to the editor, the advertiser, 
they offer still stronger proof of 
the power of photography, intelli- 
' gently applied.” 


graph of socialized Russian 


display. 


That is the title of Margaret Bourke-White’s photo- 


employes in the Soviet’s iron 


and steel plant in Stalingrad. It is included in the Ayer 


Miss McNelis to 
Meet Chicago 
Advertisers 


Advertising men of Chicago will 
hear the story of the Tower Maga- 
zines July 11 when Miss Catherine 
McNelis, New York publisher, will 
attend a dinner at the Drake Hotel 
at 6:30. 

Like the New York dinner at which 
Miss McNelis explained the idea 
behind her magazines, there will be 
a complete absence of graphs and 
charts, for which advertising men 
are supposed by experts to harbor 
a great aversion, in spite of the 
popular belief to the contrary. 
There will also be plenty of good 
entertainment, and advertising men 
may attend without the distress inci- 
dent to boiled shirts since the 
dinner will be strictly informal, with 
only the toastmaster, Sherman K. 
Ellis, of Erwin, Wasey & Co., al- 
lowed to don the white front. 
Among those who will be present 
are John H. Dunham, of the Dunham, 
Younggreen, Lesan Company; Ross 
Gamble, Erwin, Wasey & Co.; M. V. 
Wieland, Mitchell, Faust, Dickson & 
Wieland; R. L. Hurst, Batten, Bar- 
ton, Durstine & Osborn; Albert W. 
Sherer, Lord & Thomas and Logan, 
and many others in and out of the 
agency field. 

The Tower Room will be the scene. 


Appointed For Shoes 


The Walter Booth Shoe Company, 
Milwaukee manufacturer of men’s 
shoes, has appointed the Milwaukee 
office of the Dunham, Younggreen, 
Lesan Company. Publications and 
direct mail will be used. 


Resumes Old Work 


After two years with the United 
States Advertising Corporation, To- 
ledo, T. K. Almroth has returned 
to the Owens-Illinois Glass Com- 
pany, of that city, as advertising 
manager. 


@ ADVERTISING 
CALENDARS 


. Business Advertising Cal- 
endars 
° Cooperative Dealer Calen- 
dars. 
. Agency Imprint Calendars. 
. Postage Saving Features. 
- Special Calendars to order. 
PROPER PREPARATION 
AND SERVICE 


Give us an idea of your prefer- 
ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 

testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to le idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


A Stable and Growing Field for 
2000 Years—The Christian Church 


Complete coverage in 


CHURCH MANAGEMENT 
Auditorium Building 
Cleveland 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 


For Dependable 


wv 


r.a. RUSSO ine. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. 
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V Anderbilt 3—9975-6-7 
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WOMEN’S ADVERTISING CLUB OF CLEVELAND ELECTS 


entrusted with the task of drawing 
up standard and uniform Forms of 


BRITAIN GETS 


Helen Johnson, Wm. S. Adler Co., is president; Minnie C. 
Dietz, Henry P. Boynton Adv. Agency, vice-president; Katherin | ~~ 


Gibbons, Russ Mfg. Co., treasurer; Gladys Stevens, McCann- 
Erickson, recording secretary, and Myrtle Noble, Noble Mail 


Adv. Service, corresponding secretary. 


SUMNER ISSUES 
PROGRAM FOR 
A. F. A. MEET 


Business and Pleasure in Hard 
Tussle June 14-18 


New York, June 4—G,. Lynn Sum- 
ner, general program -chairman of 
the 27th annual convention of the 
Advertising Federation of America, 
June 14-18, has whipped the pro- 
gram into definite shape, with the 
assistance of the energetic staff of 
the A. F. A. The program, as out- 
lined, lives up to all expectations as 
to quality and number of speakers. 

Sunday, June 14, will be given 
over to the reception and registra- 
tion of incoming delegates at con- 
vention headquarters at the Hotel 
Pennsylvania. Delegates will be re- 
ceived by Grover A. Whalen, chair- 
man of the New York Co-operating 
Committee, and others. 


This work will be done between 
11 and 4 o’clock. From 2:30 to 6 
there will be a garden party at the 
home of Mrs. Howard Edge, Sum- 
mit, N. J., for members of the Fed- 
eration of Women’s Advertising 
Clubs, who will be received by Miss 
Dorothy Crowne, president of the 
League of Advertising Women of 
New York, and her committee. 


From 4 to 7 o’clock there will be 
a reception and tea at the Adver- 
tising Club of New York, with 
President Charles E. Murphy and 
other officers receiving. A musicale 
in the main ball room of the Hotel 
Pennsylvania is scheduled for 8 
o'clock. 


Message from Hoover 


The convention proper will get 
under way at 12:15 Monday after- 
noon with a luncheon in the main 
ball room of the Hotel Pennsylvania, 
followed by a general session to con- 
tinue throughout the afternoon. 
President Gilbert T. Hodges will 
preside. A message from the Presi- 
dent of the United States will open 
the convention. 

Speakers on the Monday program 
include Hon. Franklin D. Roosevelt, 
Governor of New York; James J. 
Walker, Mayor of New York City; 
Charles E. Murphy, President 
Hodges and Mr. Sumner; Dr. Glenn 
Frank, president of the University 
of Wisconsin, and Kenneth Collins, 


executive vice-president of R. H. 
Macy & Co. 

Monday evening will be given 
over to a cabaret, dance and inspec- 
tion of the steamship Leviathan. 

Tuesday will be devoted to depart- 
mental sessions, 17 being scheduled. 
In the afternoon there will be a 
tea and fashion show at the Amer- 
ican Women’s Association, 353 West 
57th street, under the auspices of 
the League of Advertising Women. 
Another reception and tea for 
women will be held on a Long 
Island estate. 

The annual banquet of the A. F. 
A. will be held Tuesday night, with 
President Hodges presiding and the 
following speakers: Sir Charles 
Higham, London, official representa- 
tive of the Advertising Association 
of Great Britain; Alfred E. Smith, 
New York idol; Albert J. Ritchie, 
Governor of Maryland, and Strick- 
land Gillilan, Washington, D. C. All 
will follow the convention theme, 
“For a Better Understanding of 
Advertising.” 

The grand ball will get under way 
at 10 o’clock. 

The Federation of Women’s Ad- 
vertising Clubs will hold its annual 
breakfast and meeting at the Hotel 
Pennsylvania at 8 o’clock Wednes- 
day morning. Male delegates to the 
convention will be entertained at 
breakfast at the Wanamaker restau- 
rants at 9 a. m., with a later musical 
entertainment in the Wanamaker 
Auditorium. 

Several departmental meetings 
also will be held Wednesday morn- 
ing at the Hotel Pennsylvania. 


Hold Final Session 


The general meeting will swing 
into action at 12:30, with a lunch- 
eon as the prelude. Joseph H. Ap- 
pel, treasurer of the A. F. A., and 
John Wanamaker will be the pre- 
siding officers. 

The speakers on the program for 
this session include Colby M. Ches- 
ter, president of General Foods 
Corp., New York; Bruce Barton, 
chairman of the board, Batten, Bar- 
ton, Durstine & Osborn; C. F. Ket- 
tering, vice-president, General Mo- 
tors Corp., Detroit; D. F. Kelly, The 


Fair, Chicago department store; 
Edwin Gruhl, vice-president, the 
North American Company, New 


York, and Miss Marion C. Taylor, 
president of the Fashion Guild, New 
York. 

At 4 p. m. there will be an in- 
spection of the Empire State Build- 
ing, with a tea for the ladies of the 
convention in the famous structure. 

The annual business meeting of 
the A. F. A. will be held Thursday 
morning at 9:30. At 1:15 the dele- 
gates will be taken down the lower 
bay in a municipal ferry boat as 
guests of the city. 


Audit and the Statistical Forms that 
will be subsequently issued by the 
Bureau. The Institute of Chartered 
Accountants is represented by a dele- 
gate in an advisory capacity—a 
Chartered Accountant of long experi- 
ence in newspaper audit work—to 
this committee. 

The chairman of the Bureau Coun- 
cil is Thomas Bell, of Kodak, Ltd., 
and Mr. Angus has been appointed 
Director of the Bureau. 


Has Shaft Account 
The Spencer Mfg. Co., Buffalo, 
N. Y., manufacturer of replacement 
axle shafts for automotive vehicles, 
has placed its advertising with the 
Moss-Chase Company, Buffalo. 


AUDIT BUREAU 


An Audit Bureau of Circulations 
for England is absolutely certain, 
according to word received by O. C. 
Harn, managing director of the 
American A. B. C., Chicago, from 
Alfred H. Angus, general secretary 
of the Incorporated Society of Brit- 
ish Advertisers, London. 

Mr. Angus explained that at the 
last meeting of the Council two im- 
portant committees were appointed 
—a General Purposes Committee and 
an ad hoc “Audit Forms” Committee. 
Both these committees are regularly 
meeting. The former is chiefly occu- 
pied with drawing up a constitution 
and making other arrangements 
necessary for the establishing of the 
Bureau as an independent organiza- 
tion. 

Rapid progress is being made and 
the constitution will be announced 
as soon as the memorandum and 
articles of association are approved 
by the Board of Trade. 

The “Audit Forms” Committee is 


’ Represent “Charm” 

Weil, McGinnis & Sloman, Inc., 
has become national representative 
of Charm Magazine, published for 
L. Bamberger & Co., Newark, by 
I. A. Hirschmann. 


Toys to Chuarchill-Hall 


King Innovations, Inc., New York, 
manufacturer of such character 
toys as Kewpie Dolls, has retained 
Churchill-Hall, Inc., New York. 


To Merchandise 
To Display 


Your Hardware Items! 


HE Chicago Elevated Advertising Com- 

pany agrees (upon acceptance of your 
contract for space either in the cars or on the 
station platforms of the Chicago Elevated) 
to place your product—at no cost to you— 
in as many of the 800 Chicago and Suburban 
Hardware Stores as is possible through the 
earnest efforts of the store-contact staff of our 
Merchandising Department. 


The Chicago Elevated Advertising Company 
further agrees (upon acceptance of your con- 
tract for space either in the cars or on the 
station platforms of the Chicago Elevated) to 
include your product—at no cost to you— 
among the Elevated advertised Hardware 
items that are placed on display in the 
windows of 800 Chicago and Suburban 
Hardware Stores. 


—And regarding orders—during 1930 
the Neighborhood Dealers placed 107,- 
000 orders with our store-contact men 
for our client’s products advertised 
in the Elevated —telling evidence of 
the Neighborhood Dealer’s regard for 
merchandise that is Elevated 
advertised. 


Chicago Elevated 
Advertising Co. 


509 S. Franklin St., Chicago- Webster 1188 
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“We don’t cut prices— 


we do cut corners”’ 


Sa. Se eee: fee ee - 


you can’t guess 


is all about... 


lr ISN'T a finger-print room. It isn't a news- 
paper morgue. Don't despair. We'll tell 
you. We want you to know. It’s a corner 
of the negative room at “America’s Finest 
Engraving Plant”. There isn’t another nega- 
tive vault just like this one. We designed 
it ourselves. The uprights and cross-sections 
are steel. The plate racks are made of choice 
walnut. Each plate holds one or more 
negatives. Some sunny day, often long after 


the original job is made, a client wants a 


what this picture 


duplicate of his order No. 28465. And he 
wants it quick. Do we get downhearted? 
Do we say, “We're not sure whether we 
have that negative”? The picture shows 
how easily we locate the job. A moment 
later it is on its way through the shop. You 
might say that such a negative department 
proves that we are modern and efficient. 
Not necessarily. | We did a little thinking 
before we built this shop. We do a little 


thinking about every plate we make. 


@ 65 EAST SOUTH WATER STREET 


COLLINS & ALEXANDER, INC., CHICAGO 
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